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r^ODEL OF BELL SYSTEM EXHIBIT BUILDIh/Gi, f OR THE ¥964-1905 NEW YORK WORLD'S T^AIR, 
AT LEFT, TV SIGNAL TOWER WHICH WILI- BE USED FOR ALL TELECASTS FROM THE FAIR. S^JB? 



SPOT TV 



MODERN SELLING 
IN MODERN AMERICA 



TELEVISION DIVISION 



i 



EDWARD PETRY & , CO.. INC. 



1 



r 



THE ORIGINAL STATION REPRESENTATIVE 



NEW YORK • CHICAGO • ATLANTA • BOSTON • DALLAS 
DETROIT • LOS ANGELES • SAN FRANCISCO • ST LOUIS 



Today, more than ever, successful advertisers use 
Spot TV's timing and selectivity for maximum sales 
efficiency. These quality stations offer the best of 
Spot Television in their markets. 



KOB-TV Albuquerque 

WSB-TV Atlanta 

KERO-TV Bakersfield 

WBAL-TV Baltimore 

WGR-TV Buffalo 

WGN-TV Chicago 

WFAA-TV Dallas 

KDAL-TV Dututh'Superior 

WNEM-TV Flint-Bay City 

KPRC-TV Houston 

WDAF-TV Kansas City 

KARK-TV Little Rock 

KCOP Los Angeles 

WISN-TV Milwaukee 

KSTP-TV . .MinneapoliS'St. Paul 
WSM-TV Nashvttte 



WVUE New Orleans 

WTAR-TV. Norfolk-Newport News 

KWTV Oklahoma City 

KMTV . . . , Omaha 

KPTV Portland. Ore. 

WJAR-TV Providence 

WTVD Rateigh-Durham 

WROC-TV . Rochester 

KCRA-TV . Sacramento 

KUTV Salt Lake City 

WOAI-TV San Antonio 

KFMB-TV San Diego 

WNEP-TV.Scranton-Wilkes Barre 

KREM-TV Spokane 

WTHI-TV . .Terre Haute 

KVOCTV Tulsa 



THE EMBLEM 
SEEN MOST 



ON NORTHWEST 



TV SETS! 




INTEGRITY 
RESPONSIBILITY 
RELIABILITY 
ACCEPTANCE 



*WCCO Television has led in 
average quarter-hour totaf area 
homes in virtually every Nielsen 
Report (58 out of 60), covering 
the Vh years that Nielsen has 
measured the market. 



"THE DIFFERENCE BETWEEN GOOD AND GREAT IN MINNEAPOLIS 0 ST. PAUL TELEVISION" 

So/d Nationally by Peters, Griffin, Woodward, Inc. 



SECRETS TOLD 



KRNT Radio has the largest audience in Des 
Moines and has had for a long, long time. 
The audience is predominantly adult. Cen- 
tral Surveys study confirms that KRNT is 
the most believeable station here. Here's 
the way all this comes about: 

1. We feature one of the great news outfits 
in the nation. Every newscast on KRNT 
outrates its competition by a country mile. 
We're rough, tough operators in the area of 
news. We have more reporters than some 
stations have total personnel! This is one 
of the great news stations in the nation. 

2. We feature highly publicized, highly 
trained, highly accepted personalities. We 
have the advantage that all our people are 
seen on our television station; radio listen- 
ers really **know" the person that goes with 
the voice. This INTER-MEDIA MOTIVATION 
FACTOR is tremendously important to the 
effectiveness of advertising. There are more 
widely known personalities on KRNT than 
on all other local radio stations combined. 
With listeners, clients, and rating men, 
we're the station with the most popular, 
professional and persuasive personalities 
. . . again and again and again. 

3. We feature music with melody. Old 

ones, new ones, golden records (million 
sellers), albums, pops, classical ... all 
chosen with great care by a man who cares, 
programmed with care by people who care 
. . . introduced with understanding by people 
who care. In the area of music we've got a 
song in our heart. 



4. We feature service to the community. 
Last year we broadcast some 20,450 an- 
nouncements for eleemosynary organiza- 
tions and 600 program hours. We spent 
countless hours meeting with committees, 
writing their copy, counseling them. We 
touch lots of lives this way. We're kind and 
gentle people in this area of operation. 

5. We publicize and advertise our activities, 
our people, our aims and aspirations. In 
this area we make no little plans and we 
carry through what we start. People here- 
abouts know everything about all we do. 

We honestly believe that it is a great oppor- 
tunity to be able to advertise a good product 
on this station. We've been in business long 
enough (28 years) for any test of fire. We 
know now without doubt that advertisers 
don't test us ... we test them. We test their 
product appeal, the copy they use, their 
prices, their merchandising setup. 

If you have a good product, good copy, 
honest dealings, and fair prices, you can get 
rich advertising on this great station. 



KRNT 

"Total Radio'^ in Des Moines 

REPRESENTED BY THE KATZ AGENCY 
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a whopping 




increase in 
three years 



WTVV's lolal Iiotnes reached from 6 
IWI. lo 10 [\M. has increased steadily 
each \eai* as slu)wn in the following 
figures taken from the year-end AHl! 
|{ef>(»rt«. 



25,500 in 1962 

20,000 in 1961 

17,800 in 1960 

15,100 in 1959 



WTVV operates on Channel 4 at full 
power from Alahania's tallest tower, 
1549 feet ahove sea level. 

WrVV serves nearly 200,000 homes 
in three states with ihe hest CBS, ABC 
and lo(*al progranmiing. 



add up the 
facts about 

WTVY 

DOTHAN, ALA. 

then call: 



THE MEEKER CO. National Reps, SOUTH- 
EASTERN REPRESENTATIVES, Southern Rep: 
or F. E. BUSBY at 205 SY 2-3195. 



SPONSOR 



15 APRIL 1963 



vol. 17 No. 15 



Sponsor-Week / 



p. 11 



Top of the News pp. 11, 12, 14 / Advertisers p. 56 / Agencies p. 56 / 
Stations p, 63 / Syndications p. 65 / Representatives p. 68 / Net- 
works p. 61 



Sponsor-Scope / Behind the 7iews 



Data Digest / Stnte-of-mivd eljcct on sales 



p. 19 



P. 22 



Key Stories 



ANY MARKEFS AS BIG AS YOU THINK / Market rankinj^s aic dead. 
Advertisers and aj^eiuies use new list h)r eadi (anipaii>n, as "to]) 
<(>n(e])t yicUls to so])lii>ticate(l rescardi. 27 

TV/RADIO BOOM LOCAL FIRM TO NATIONWIDE DISTRIBUTiON / 

(*(>l(len Cirain spends million lor a(Kertisini» — '•'>''(, oi it in t\. 

Kirm (iiiiently s]>onsors 17 net programs. 20 

FALL NETWORK SCHEDULES PRECEDED BY EARLY SPRING / l!)r>3 
])rin)e time schedules reveal fewest rhanj»es on (IBS. most on AB(]; 
pio<>rams locked u]i earlier than most seasons, p^ 32 

ADVERTISERS LINGER ON THE AIR AFTER STRIKES / Many advcr- 
tisers in New York and Cleveland found radio/ tv filled the news]ia])er 
j;ap; some plan to increase broachast spendin^s. p^ 39 

•EVOLUTION' IS KEY TO RADIO FORMAT CHANGES / WINS. N. \\. 
holds acKertisers, and audience:^, dnrin^; period of adjustment under 
W'estiji^house ownership. Special pi( torial report. p^ 42 



Spot-Scope / Developrneyiis in iv/radio spot 



Timebuyer's Corner / Inside (he agencies 



Washington Week / FCC, FTC. and Congress 



p. 70 



p. 46 



p. 51 



Departments 



Publisher's Letter p. 6 / Commercial Critique 
p. 48 / Radio/Tv Newsmakers p. 65 / Seller's 
Viewpoint p. 69 / 555 Fifth p. 8 / 4-Week 
Calendar p. 8 



I SPONSOR ® Combined with TV U.S. Radio ®. U.S.FU ®. GxecuUTe, Editorial. Clrculatloo. 

Adrertlilnf Offlc«t: 555 Fifth At«,. New Tork 17. 213 MUrrar Hill 7-8080. Midweit Office: «12 N 
«^^^ff!^\'«lflehlfaii Ara.. Chleafo 11. 313-604-1166. Southern Office: 3617 Glfbth Are. Set. Blnnlofhaa 5. 

305-823-6538. WMt«m Offlee: 601 CallfomU Ave.. San PraDdioo 8. 415 TV 1-8913. Lot Anfalet 
\aX/Vl>^^" 213-464-8089. Printing Office: 3110 Elm Are.. Baltimore 11. Md. Subtcrlptlofu: U. 8. 18 t 
- (^ 7e«r* Canada 19 a year. Other eountriet 111 a rear. Slnfle ooplea 40c Printed 17.S.A. Publlibfl 
^ weaklj. Beoood alaac poitage paid at Baltimore. &fd. © 1963 SPONSOR PublleatlocM Iik 



4 



SPONSOR/15 APRIL 1963 




4 





CLEVELAND 

Well rounded . . . good Judgement . . . Worth while . . . 
That^s Channel 8 programming with ^^Buy AppeaF' 



SrORER 


lOS ANGELES . 

KGBS 


[ PHILADELPHIA 


CLEVELAND ' 

1 if'j/r , 


MIAMI 

If'GBS 


TOLEDO 


DETROIT 

ItJBK 


NEW YORK 

u //.\ 


\ MILWAUKEE 


1 CLEVEUND 


ATUNTA 


TOLEDO 


DETROIT 

M'JBK-Tf 
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If this medal is ever issued, it will 
go to WHLI to take its place among 
the hundreds of awards and citations 
given to WHLI over the years. 

WHLI believes its responsibility 
is active participation in the affairs 
of the area it serves, WHLI assumes 
— and broadcasts — its stand on local 
and other controversial issues. 

Nor does WHLFs responsibility to 
its Nassau Suffolk area end with ed- 
itorials, WHLI runs 19 regularly 
scheduled M and Vz hour Public 
Service Programs every week! 

Sure we get citations, plaques and 
medals becau.se WHLI has earned 
its reputation as "the Voitv of Long 
Island." 



10.000 WATTS 

AM 1100 
FM 98 3 




HIMPtrCAO 
lOMC ISlANO. H T 



PAUL GOOOFSKY, Pres. Gen, Mgr. 
JOSEPH A. LENN. Exec. Vice-Pres. Sales 

REPRESENTED by Gil Perna 



Let's be quick, careful, 

and united 



A publisher's view of 
significant happenings in 
broadcast advertising 



The icaiii ol Kichardson and S|)arger, which investigates lor 
the Harris suhcoininiiiee, is doing a devasiaiing job on the rating 
systems. 

As the hearings move toward their conclusion, with its fresh 
evidences ol carelessness, iiiade(|uacies and worse in the practices 
of some of the rating linns. I have the nagging notion of ami- 
cli max. Though Sid)C(mnniiiee legislative reconnnendalions 
and possible F'TC action may loUow, the verdict is already in. 
There will be big changes in rating standards, methods, and 
maybe systems. 

Back in the days when we editorialized against the untenable 
rating situation (we called it "rating madness") we dichi^t waste 
words on new standards or systems. The possibility looked too 
remote. We simply asked broadcast buyers to consider other 
factors in addition to ratings. 

Now ctmies the lime when dazed ad agency executives, with 
millions in tv and radio billings on the line, wonder w^here they 
can look to verify their buys. And competitors of the air media, 
(|uick to seize an advantage, are hoping to snatch away broadcast 
billing before the dust settles. 

Unless we're (piick, careful, and iniited they will. 

One of ihe key dangers is the unj^reparedness of the broad- 
cast industry to adopt a new plan. Another is the possibility that 
segments of the industry will adopt separate plans and create 
separate standards and new confusions. 

Fortunately, the NAB last year endorsed (Governor Collins' 
recommendation for a strong research department and under 
the dedicated chairmanship of Don McCiannon put it into opera- 
tion. It couldn't have been better timed. Under this research 
roof all segments of the industry must unite in prompt and un- 
selfish discussion. We ask that this arm of the NAIi, under the 
direction of Mel (ioldberg. assume leadership in positive plan- 
ning and light to prevent the splinter efforts that have con- 
stantly plagued our industry. 

Today is the right time to begin. We owe it to the men wdio 
fool the broadcast advertising bills as well as to ourselves. 
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WKZO-TV MARKET 
COVERAGE AREA • NCS '61 




cubic foot oj osmium weighs 1,403 pounds. 



tin... WKZO-TV Pulls The Most Viewers 

in Greater Western Michigan! 

If you're looking for the buljjinp^-esi broadcast biceps in 
Michip^an outside Detroit, \\*KZO-TV is for you! 

The power of tiiis muscular medium comes through on 
e\*ery pai;e of the Xovember Y)2 XSI. It credits 
WKZO-TV with an average of 30* o niore homes than 
Station **B**, 6:M) p.m. -10 p.m., Sunday tlirougli Saturday! 

And the latest ARB (Nov. '62) measures an ecjually 
robust performance. Example: *>>:00 a.m. -noon, weekdays, 
WKZO-TX' averages Sr/o niore homes than 
Station "ir\ 

See Avery-Knode! about this hairy-chested powerhouse! 
Atid if you ivant all the rest oJ upstate Michigan worth 
having, add WWTV/WWUP~TV, Cadillac-Sault 
Ste. Marie, to vour WKZO-TV schedule. 




3he ^e^0i SPlcUi^mA 

RADIO 

WKZO KALAMAZOO-BATTLE CREEK 
WJEF GRAND RAPIDS 
WJEF-FM GRAND RAPIDS-KALAMA200 
WWTV-FM CAD I LUC 

TELEVISION 

WKZO-TV GRAND RAPlDS-KAUMAZOO 
WWTV/ CADILLAC-TRAVERSE CITY 

/WWUP-TV SAULT STE. MARIE 
KOLN-TV/ LINCOLN, NEBRASKA 

/KfilN-TV GRAND ISLAND, NEB. 



mio -TV 

100,000 WATTS • CHANNEL 3 • lOOO' TOWER 
Studios in Both Katamazoo and Grand Rapids 
For Greater Western Michigan 
Avery'Knodei, inc., Exdusive National Represenfaiives 
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555/ FIFTH 



Letters to 
the Editor 



CALLING ALL BROADCASTERS 

I'ndonhti'dK \oii arc awaic of ilic 
Tniu'd Xa I ion's ali)uin "All Siai 
l*'c'sii\ar' aiul the ( ooperation ol 
litcralU luindreds of idiials 
who ha\c made it possible. 

When the alhimi was first l)vouji;lit 
to iin aiteiuion. and I was fidlv 
informed of its lunnaniiari^in as- 
pects and assnred of its non-profit 
motixes, I instanth pledji;ed a niiui- 
imnn of Sr)().(*()() ol Stor/ r>roa(lcast- 
ing air time to promote the alt>uni. 
I also suggested to Morris Diamond 
of Merdny Records that he solirit 
pledges from other broadcasters. 
WMiile the program has met with 
some sn((ess, it is indeed modest, 
and a great deal ol additional 
broad( aster coopeiation is neres- 
sarv, 

I hope you will feel as I do that 
the enclosed merits inclusion in 
\our pul)li(ation. 

Thanks lor vom consideration. 



An ()l>rn Letter To The li)()ad( ast- 
ers Of America 

I )cai Fel low liroadc asters: 

Seldom ha\e broadcasters had the 
opporttniitv to ser\ e in the ''inter- 
na t ion a I public interest!" Now, op- 
poriunit\ has knocked in the form 
of the United Xiition's album '*AII 
St:n* Festixal," especially created to 
aid the world's relugees. 

Ne\er ha\e the \arious groups 
( omprising our industry cooperated 
to such an exteuti World-renowed 
anists have < ontrihuted their tal- 
ents; recording (om])anies, distrib- 
utors and retailers ha\e \ ohmteered 
I heir sicrvices; the XAR and FCC 
have endorsed the ali)um and iis 
purpose; trade papers have devoted 
much space to alerting the broad- 
casting, recording and allied indus- 
tries to the humanitarian purpose 
of "All Star Festival." In short, 
e\er\()ne has been informed of the 



^ CALENDAR 



APRIL 

International Radio & Television Society 

announces six production workshops 
dealing with "Problems of Tntcrna- 
lional Television Commercials" to be 
held on successive Tuesdays at 5:30 
p.m. in the Johnny Victor theatre, 
New York starting (16). 

American Marketing Assn., (Hu'-tlnv (on- 

(crcncc ()n new piodutts. Motel IMa/a. 
Now York. (17). 

Assn. of National Advertisers, inter- 
national advcrtisinj^ workshop, Hotel 
l»la/a. New Yoik, (18) . 

Alpha Delta Sigma Greater New York 
Alumni Association fiftieth anniver- 
sary convcniion, Roosevelt Hotel, 
New York (19-21) . 

Scciety of Motion Picture and Television 

Engineers, 93rd convention arul e<|uip- 
nient exhibit. The Tiavniorc. \tlan» 
lie City, N. |. (21-20). 

Advertising Federation of America, Hh 

(lisliin ron\cnti(>M, (Ju-nv l»la/a Mo- 
ld. OiliHido. I'la.. (2.V2S) . 

Pennsylvania Associated Press Broadcast- 
ers annual mcciing, Vittsburgh, (25- 
20). 



MAY 



Illinois Broadcasters Assn. spnug eon- 

\t'ntion, Springfield, lll.» (1-3), 

American Woman in Radio and Television 

twelfth annual convention, Sheraton 
IloicU Philadelphia (2-5). 

Montana Broa(!c2&ters Assn., annual con- 
vcniion, Uo/eniaii, Mont., (8*10). 

Advertising Federation of America I'tli 

district con\cntion, Schininul Indian 
mils Inn, Omaha, Nel).. (in, 1 1) ; 2nd 
disiriet convention, hin :il lUiek lltll 
Tails, Pa., (10-12). 

Academy of Television Arts and Sciences, 

Chicago chapter, Kinin\ awards for 
excellence, Ptck-( ongrcss 1 loiel. 
Chicago. (13). 

National Assn. of Educational Broadcast- 
ers, naiional eonferente on instruc- 
tional t>roa<lcasling at riu'\eiM'i\ of 
Illinois, t rbana. 111., (i:l 1.^). 

Ohio Assn. of Broadcasters spring con- 
\eiitiou, I rciuh I.ifk Sheraton, (10, 
17). 

Pennsylvania Assn, of Broadcasters con 

\-eniion, t'uivcrsitv Park. Pa., (19-21). 

Sales and Marketing Executives— Interna- 
tional, annual coineniion, PhiladeU 
phia, (19-22).. 



iiici'ii ol this non-[>r()fit progiani 
except die public, 

'I he six St or/ stations, in the 
(hiii inguished company of a nuinbei 
ol America's raiUo c hains and main 

4 

achlttioiial inclependeni broach ast 
crs, ha\e been pleased to pledge a 
generous ])ortic)n ol air time to the 
\ery worthwhile pronioiion ol 
United Nation's outstanding al- 
1)11 m. But, more broadcasters are 
needed I 

Radio and television promotion 
kits are a\*ailal)le lor the asking 
Please direc t yoin' recptest to: 

\ \ S. (^onnnittee lor Relugees 

2(» West 4()th Street 

New York 18, New York. 

The refugees ol the world will 
thank voii. 

4 

Graham Richards, 
Vice President, Director of Programing. 
Storz Broadcasting Co., Miami 



SPONSOR'S VITALITY GROWS 

(Congratulations, Now sroxsoR's 
\itality is growing week l)y week, 
I he addition ol the pid)lisher edi- 
torial is extrenielv important and 
in general the niaga/ine is now 
greaily improved. 

Your gesture, inciden tally, in 
mentioning A r thin' Simon and 
Radio-Tv Daily (I 1 .\farch) will be 
particiilarly well receixecl. It is cer- 
lainh time that the trade papers 
lecogni/e that they ha\e established 
compel itors. 

Miles David, 

Administrative V.P., Radio Advertising 
Bureau, New York 



FRANKS FOR TOTS STORY PLEASING 

We are delighted with article on 
'Child-Mild' Weenie in your 18 
March snoxsoR. Please send us 12 
complete copies (and bill us) . 
Thank \ou. 

Edward W. Quinn, 
President. Quinn & Johnson Advertising, 
Boston 

MORE FOOD BROKER KUDOS 

Your kev storx in ihe 23 Februar\ 
issue *"rhe Food Hroker-Grass 
Roots Inlluential" was excellent. 

C>oulcl you possibly send us 50 
reprints ol the story? Please bill the 
station. We woidd like to have 
them as soon as possible. 

I'hank you \erv kindly. 

Oavi*i 0, Sc*iwartz. 
Merchandising Manager, KCOP, Los An- 
geles 
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THE SPREAD 

O E 

THE EAGLE 



77zr^^ Roman Plays by William Shakespeare 

CORIOLANUS - JULIUS CAESAR 
ANTONY and CLEOPATRA 

Created Jor television in a new 
nine-part prod^fction by BBCtv 



Following ihc iiucrnational success of the 
Pcabody Award winning scries "An Age of 
Kings", BBCiv is proud to present Shakespeare's 
Roman trilogy ni a new nine-part serial form. 
Iiach play tells of a great personal tragedy woven 
into tiie violent tapestry of Rome's history. Kach 
play underlines the concept of Rome as an ideal, 
greater than any nidividual — an ideal symbolized 
by the Roman liagle, aloof, golden, cruel. 

Produced and directed by Peter Dews w-ho 
created "An Age of Kings", "The Spread of the 
Eagle" features a cast of hundreds with a distin- 
guished company including Robert Hardy, 
David William, Keith Alichell, Mary Morris, 
Beatrix Lehmann, Barry Jones, Peter ("ushing, 
Roland Culver, Paul Eddington, Produced by 
BBCtv in one-hour episodes, "The Spread of 
the Eagle" will be transmitted first in Britain 
this year. 

You arc invited to contact your BBC represen- 
tative for further information on the series. 




THE BRITISH BROADCASTING CORPORATION 

TELEVISION CENTRE, LONDON. W.12. 630 FIFTH AVENUE, 
NEW YORK 20, N Y. NATIONAL BUILDING, 250 PITT 
STREET. SYDNEY VICTORIA BUILDING. 140 WELLING- 
TON STREET, OTTAWA 4. 354 J ARVIS STREET, TORONTO 
5. RIO BAMBA 429, BUENOS AIRES. P.O. BOX 3609. 
BEIRUT. P.O. BOX 109, l E.N.S. BUILDINGS, NEW DELHI. 
THOMSON ROAD STUDIOS, P,0. BOX 434, SINGAPORE. 
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MULTI-CITY TV MARKET 




316,000 WATTS 



Only single medium assuring full sales 
power in the entire region ... a multi-city 
market including the metropolitan areas of 
Lancaster, Harrisburg, York, and manyother 
communities. And, area -wide, the Channel 8 
viewing audience is unequaled by all other 
stations combined. This is full sales power. 
Use it to build sales and increase profits. 



WGAL- 

Channel 






STEINMAN STATION . Clair McCollough, Pres. 



Representative: The MEEKER Company, Inc. - New York • Chicago • Los Angeles « San Francisco 
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SPONSOR-WEEK 



Top of the news 

in tv/radio advertising 

15 APRIL 1963 



TAFT BIDS FOR TRANSCONTINENT $37.4 MILLION 




TAFT 



The sta^e was set 
hist week for the 
record station 
transfer of all 
time, in terms of 
dollars. T a f t 
lUsti*'., throuiih its 
president Hnlhert 
Taft. jr.. an- 
nounced it had 
entered into ne- 
gotiations to huv 



Transcomineni stock at S21.2() per share 
in cash. Transcontinent, \vitli 1.7()j,()12 
shares at l{)r)2's vear end. would l)rin<> a 
price ol million. 

Cleveland radio station: In addition 

to S21.2() per share. Traiiscontinent stock- 
holders would keep their irnerest in 
WDOK, Cleveland, valued at 80 cents per 
Franscontinent share, FCC rules recpiire 
o\vner to hold station lor three years 
before selling. Transcontineiu l)oni»iit 
WDOK in May \[K)2, l)arring sale before 

Nine tV stations: Taft owns and op- 
erates radio and \hf tv stations WKRC, 
Cincimiati; \VT\\\\ Columbus. ().; and 
\VP>RC. liirniingham, plus uhf in Fexin^^- 
ton, Kv.. WKY F. Traiiscontinent radio 
and vlif tv stations include WGR, Buffalo; 
W'DAF, Kansas City: and KFMB, San Di- 
eg^o; a vlif station, kKRO-T\\ l>akersfield, 
switches to uhf I fuly: ^VNKF-T^^ a ubi 
in Scraiiton-Wilkes-Barre; plus radio sta- 
tion WDOK. 

Multiple ownership problem: As 

FCC rules allow one company to own but 
Sfven tv stations, with a limit of fr\e vlif 
stations, two stations would have to go. 



Said Taft: "^I he negotiations to be entered 
into l)et\veeii Vidi and Transcoiitiiient will 
include a determination of which stations 
will ultimately be retained by Taft. 

Transcontinent stockholders: As 

they're listed bv the SFC registration, 
major Transcontinent stockholders are: 
Paul A. Schoellkopf, jr.. and |. Fred 
SclioellkopI, I^^ of Niagara Share Corp.; 
David ( i. Foriiian, Transcontinent chair- 
man of the administrative and fmance com- 
mittee: Cieoige F. Goodyear, Bulfalo So- 
ciety of Natural Sciences: Seymour IF 
Knox of Doniiiiick S: Doniiiiick, General 
Railway Signal Co.: Jack WVather and Ed- 
ward Petrv Co. 



requirements: Announcement 
of negotiations was made because ol SFC 

recpiireiiients lor disclosure of such trans- 
actions, since Taft is listed on the New 
York Stock Fxcliaiige. Transcontinent has 
been traded oxer the counter. 

Station sales: A number ot individual 
station sales over the veais have broudit 
large sums ol money, but none ever ap- 
proached the S37,4 million scheduled to be 
paid for Transcontinent. Perhaps only 
real precedent in terms of size was merger 
of Americ an Broadcasting and United 
Paramount Theatres in 1953, \\Miich in- 
volved network, plus owned and operated 
radio and tv stations in major cities. 



4A's moves: Headcpiarters of the 4A\s 
opens in the new Pan American building 
at 200 Park Avenue, starting today. Nexv 
telephone number: 972-7200. 

Popsicle back in net tv: joe Lowe 

returns to netxvork tv after six year absence 
to sponsor ABCl T\''s Discovery *63 tor 



SPONSOR-WEEK continues on page 12 
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SPONSOR-WEEK 



Top of the news 

in tv^radio advertising 

(continued) 



Ic" Planing 17 May. (ianliicr is 
agency. Kowc used s]nn t\ in 1962. spend- 
ing Sli<)0/M(), I vU-Rorahangli gross time 



(iii'ures show. 



S. C. Johnson marketing: Sanmel 

(i. Johnson is new executive vice president 
of S. (]. jolnison, effet tive 1 Inly, in charge 
oi marketing and international operations. 
Divisions rejxH ting to Johnson are: l)ousc- 
hold ])roducts, servic e products, < hcmical 
and internationah ])his new products and 
puhlic relations. Now in London, he'll 
return to Racine. 

New FC&B exec, veeps: Foote. Cone 

Belding has treated three executiw vice 
])residencies. William K. Chambers, (r., 
general manager of the New ^'ork oflice, 
Richard \V, 'Fully, in charge of western 
operations, and Charles S. Winston, )r., 
Chicago general manager, fill the S])ois. 
.Ml are in their 40s. FCJtB calls move a 
ste]> toward agency's progran) of shifting 
mauagenieiu responsibility to younger men. 

World War I tapped: CBS News is 

going back to the turn of the ( entury for a 
new tv series slated for 19r)4-r)r), titled 77/c 
(ftnit nV/r. To most likely be a half-hour 
skein, it will be preseined either within 
I lie framework of the current 20th Century 
series or given its own berth. This opens 
U]) anotlier "image-bm'lding" jnestige o])us 
ex])ected to attract advertisers seeking an 
uplift, rather than a sales vehicle. 

Y&R'S new blend: VR:R has combined 
merchandising and sales proniotion de])art- 
iiienis into a new de])artn)eiu (ailed niar- 
keiing and promotion services department, 
lieaded by Hadley Atlnss, presently direc- 
tor of the merchandising departnieni. I^eter 
Callerv will be inanaiier of market in** serv- 



ices ()])eraiion. Arthur lUn dge in charge 
of creative sales promotion. (^.ond)ination 
is said to be because of increased demands 
for consumer ])ron)oti()n, introduction of 
new ])roducts by dieuts and need to meet 
ever increasing changes in overall market- 
ing pictiues. 

Another radio boom: Radio lias "new 

legs," and if iv makes for "togetherness,'* 
radio enables "eveiywhereness,*' as is borne 
out by the fact that some '^0 million radio 
receivers were produced hist year, includ- 
ing over 19 million in the V, S. ])lns Far 
Fast transistor imports. 1 his is but some 
of the aiiimnnitioii the 1,977 NAU radio 
members are beginning to receive in prep- 
aration lor National Raclio Month to be 





RADIO 

the mobiie 
medium 




marked during May in all 50 states, the 
District of Columbia, and Puerto Rico, 
"Fhemed on ''Radio ... the Mobile Medi- 
uni,'* a kit is being sent by NAIi to the 
stations, containing local material to tie in 
meinbers with the national observance 
from a grass roots as])ect. 

Highest Storer earnings: First-cpiar- 

ter earnings for Storer Broadcasting, ex- 
cluding non-recurring ca]>ital gains, to- 
taled a record S 1,027,2 IS (07c ]>er share). 
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PROUDLY CONGRATULATES 



MAURICE JARRE 



WINNER OF 

THE ACADEMY AWARD 

FOR THE 

BEST MUSICAL SCORE OF 1962 

COMPOSED FOR 



w 



LAWRENCE 
OF ARABIA 



AND SALUTES THE PUBLISHER 
GOWER MUSIC, INC. 




BM 



•Member of Soci6t6 des Auteurs, Compositeurs et Editeurs dc Musique 

^censed for perlonnance through 

BROADCAST MUSIC, INC. 

589 FIFTH AVENUE NEW YORK 17, NEW YORK 

CHICAGO, LOS ANGELES, NASHVILLE, TORONTO, MONTREAL 
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a^i^ainsi SI,2:^S,()27 (r)I(') in the same peri 
last year. StocklioUlcrs have, iiicaii- 
liiue, a])])r()ve(l the ])in(hasc lor SI2,r).SI,- 
150 cash by the (•()iii])aiiy ol \'M)J{){) (Ihiss 
I> ('oiuiiion shares Iroin ( hairni.iii C^eor^c 
B. Siorer at S2S.r)0 each. The ])un hase will 
he iiiiaiK C(l hy a Slo-inillioii I)ank loan, 
with ail existing hank h)an ol 55 million 
to I)e repaid Ironi the ])riiu i])ah 

Rating hearings end: House ratin<^ 

hearinj^s under ehairnianshi]) of Rep. Oren 
Harris came to an end in AVashinmon hist 
week with a warning iVoni Harris to broad- 
casters, advertisers and rating services to 
ini])ro\'e or face government action. Near- 
ly six weeks of testimony was climaxed by 
re])eat a])])earan(e of ARB's James \\\ 
Seiler who talked about lawsuit brought 
against ARB l)y Nielsen for infringement 
of meter patent rights. Seiler said settle- 
ment witli Nielsen which called for ARB 
to pay Nielsen percentage of gross revenue, 
didn't lielp ARB. 

Cowles joins Triangle: Because of 

"uucoo])erative attitude and facts disclosed 
by the recent testimony before the Con- 
gressional subconnnittee. \\'e believe that 
yoi» have not fulfilled the conditions of 
your (outracts with us and have, in fact, 
brea( lied siu h ( outracts." So advised 
(lowles Magazines and Broadcasting as it 
dr()])]>ed Nielsen last week in the wake of 
the hearings. Clowles' Look and Family 
Circle, have been Nielsen Media Service 
sul)S( ribers, while its KRN'F-TA' has 
bought Nielsen Station Index. Action by 
('owles follows on heels of dropping of 
Nielsen by 1 riangle Stations. In New ^'ork 
late last week, the Nielsen hriu anurilv 
called the Clowles move '\)p]M)rtunism.*' 
aiul said Clowles was usin«: the AVashinotou 
hearings as '*au ex( use for breakini^ their 
contract.'* 



Top of the news 
in tv/radio advertising 
(continued) 

RAB renews NAB invitation: l^Al> 

last week again invited NAB to join in 
|)r()jects to im])r()ve radio research, first 
announced at NAP) convention. '*AVe 
woidd welcome NAIVs financial siip])ort 
for pilot study we ])lau to conduct," said 
RAB Presideiu Kdinund lUuiker. RAB 
also said it was getting ready to discuss 
new radio research ])r()ject with ARS on 
22 A])ril. NAB, itself, meanwhile was 
working toward im])roved research with 
connnittee under \Vestinghouse*s Donald 
McC'.anuon. NAB grou]) met last week 
and is j)r()ceeding toward defmite action. 

Negroes held back: Although the net- 
works might be willing to have a Negio 
performer star or appear regularly in a 
weekly series, the advertising agencies, rep- 
resenting the sponsors, are neither read\ 
nor willing, according to a report on **Em- 
])loyment and Image of Minority Groups 
on Tv" j)re])ared hy the State Connnission 
for Hiniian Rights. However, commission 
chairman George H. Fowler adds that the 
five-month, in-de])th survey of tv program- 
ing and casting practices has shown an im- 
]>rovement in the employment of Negro 
])erf()rmers. and '*the fear of sponsors that 
southern tv viewers might take reprisals 
against their products when a Negro per- 
foiiuer was eni]>loyed has little basis." 

Computer use growing: Of 72 ageu 

cies responding to a survey by Pennsylvania 
l\'s AVharton School, 29 re])orted coni])uter 
usage of some ty])e« four said they will 
definitely use computer time this year, and 
one will definitely begin in 19G4. All are 
in the ()\er-$10 million annual billings 
cateiiorv, and the ones which indicated thev 
will begin usage are in the 550-99.9 mil- 
lion category. Nine of the respondents 
said they use coni])uters to aid decision- 
making. 22 use them as research aid. and 
13 for accounting and documents. 

SPONSOR-WEEK continues on page 62 
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Here's a sleeper 
that keeps 
100,000 Detroit adults 

wide awake! 



It's called AFTER HOURS, and that's when 
it's on-l:00-l:30 AM: To keep 100,000 
men and women awake at that hour each 
Monday through Thursday a show's got to 
have something special. AFTER HOURS 
has it! The fascination of bright people 
talking about other people, places and 
things. Like Jose Jimenez talking about 
Bill Dana. Or host Ed Mackenzie chatting 



about everyone (from Howard Hughes to 
Helen Hayes) and every thing that will 
keep his audience interested— and wide 
awake. Yes. AFTER HOURS has it! The 
magic that makes an audience respond 
. . . to the entertainment and to the sales 
messages. ABC Television Spot Sales has 
the whole story. Call them. (But not before 
9 AM, please.) 



WXYZ-TV ^ DETROIT 

An ABC Owned Television Station 
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COR/NTH/AN viewpoints on hroadcasting as expressed 

in a series of recent advertisements. 

LICENSE >>,**$pectrum users have to he licensed for one 
obvious reason; two people in the same area cannot, 
without interference, use the same frequency at the same 
time . . . Does this also mean program supervision by 
the licensing authority? At CORINTHIAN we believe that 
the public interest is best served by permitting broadcasters 
competitively to respond to the PUBLIC'S choice.'* 

RATINGS Maligned, misunderstood, misused, and 
perhaps occasionally mistaken, ratings are here to stay . . . 
Where the customer does not pay directly for the product, 
ratings afford the only practical way to find out what he 
wants . . . Responsible broadcasters will always want an 
accurate measure of audience response as one more 
factor in developing a varied and free program service.*' 

SELF-REGULATION /'Like people, organizations need 
self-discipline. Individual standards differ. Cooperatively- 
set standards are 'convenient and necessary' to insure 
acceptable performance and to preserve the integrity of 
the whole. In broadcasting this is achieved by The Radio 

and Television Codes." 

COMMERCIALS,, , "Advertising is public persuasion^an 
effort to get someone to do something — an extension 
of the face-to-face persuasion that is as old as Eve 
seeking Adam. In a complex society advertising is an 
indispensable substitute for this personal salesmanship. 
It helps create mass demand and in turn mass production, 
mass employment and a high standard of living." 

PROFIT. "THE PURPOSE OF THE COMPETITIVE PROFIT 
SYSTEM IS NOT TO ENRICH THE FEW, BUT TO 
RESPONSIVELY SERVE THE MANY. Those who serve 
best profit most . . . At the heart of the profit system is a 
simple idea: most needs are best met by letting the 
people THEMSELVES make their own decisions . . . the 
free choice of those who use and the competitive 

response of those who produce." 



FREE. . . 
ASIH 



FREEDOM 



..."Faith in the discriminatir] 
premise of the First A men dm em 
premise applies to both ballm 
tutions of freedom do not endum 
endure because they are freem 



I 



cod sense of the people is the 
Id of democracy itself. The 
\x and television set. The insti- 



Mcause they are perfect. They 

»E CORINTHIAN STATIONS 



RESPONSIBILITY IN BROADCASTING 




REPRESENTED BY H-R 



KHOU-TV 

Houston 

KOTV 

TutSA 

KXTV 

Sacramento 

WANE-TV 

Fort Wayne 

WISH-TV 

Indianapolis 

WANE-AM 

Fort Wayne 

WISH-AM 

Indianapolis 





Houston. Next time you're 
thirsty for sales try the one 
fine. TV station sold every^vhere 
at popular prices. Just say . , . 
"HEY PETRY, KPRC— TV. ' 



I * 





I 









KPRC-TV, CHANNEL 2, HOUSTON 

Repr,esented Nationally by Edward Petry & Co. 



ALSO BREWERS OF 
KPRC RAPIO 




COURTESY OF THE CARLINC BREWING COMPANY 
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Interpretation and commentary 
on most significant tv/ radio 
and marketing news of the week 



15 APRIL 1963 / Co»yrlvfct l»83 



A broadcaster might do well to have located his 50-kw radio or vhf-tv trans- 
mitter in White Plains, N. Y. He could virtually provide advertisers with a one- 
station saturation campaign. 

The U. S. Department of Commerce says White Plains is the maximum concentration 
point for population in the United States. Government based its analysis on a 50-mile radius 
around each of 686 population points in the United States and found 15,954,817 living 
within White Plains area in I960. 

Manhattan, where tv towers are located, ranks 30th with "only" 15,566,745 people 
in their 50 mile radius. 

Meetings with subscribers to answer any and all probe-provoked questions are 
being planned by A. C. Nielsen. 

Nielsen knows clients have questions to ask following Harris rating quiz and will try to 
provide answers. New York and Chicago are definite on the schedule for meetings though 
other cities are being considered. The meetings, understandably, are closed sessions. 

Buyers often think only of morning traffic time when they want to reach adult 
male radio audiences. 

But research from The Katz Agency shows sizeable adult male radio audiences avail- 
able during certain evening hours with a cpm which compares favorably with morning 
traffic time. Among examples cited by Katz are: 





Average 










Quarter Hour 




Cost per 


cpm 




Mou'Fri 


Adult Man* 


'Announcement 


adult men 


KNUZ, Houston 










Evening 


7-8 pm 


8,900 


$17.00 


$1.91 


Morning Traffic 


6-9 am 


12,200 


$29.00 


$2.38 


WSPD, Toledo 










Evening 


7-8 pm 


6,800 


$19.00 


$2.79 


Morning Traffic 


6-9 am 


5,300 


$30.00 


$5.66 


WGBS, Miami 










Evening 


7-8 pm 


6,400 


$25.00 


$3.91 


Morning Traffic 


6-9 am 


6,100 


$34.00 


$5.57 


WSAZ, Huntington 










Evening 


7-8 pm 


4,735 


$10.00 


$2.11 


Morning Traffic 


6-9 am 


4,630 


$14.00 


$3.02 


WFBM, Indianapolis 










Evening 


7-8 pm 


4,200 


$7.50 


$1.79 


Morning Traffic 


6-9 am 


5,000 


$14.00 


$2.80 



* Source: Pulse 

Two major broadcast advertisers — Bristol-Myers and Avon Products — are mov- 
ing toward major doorbell-ringing rivalry. 

Bristol-Myers subsidiary Luzier has been adding to its cosmetic line and strengthening 
its field staff for a number of years. Door to door "consultants" increased by one third last 
year. First national advertising assult is now being launched. "McCall's" is currently being 
used, though some spot tv testing was done in 1962. 

Home selling cosmetic field has long been dominated meanwhile by Avon (77 years) 
with Beauty Counsellors the challenger. Added interest came last year when Korvette entered 
national distribution with its Eve Nelson line. Avon, TvB-Rorabaugh reports show, 
spent $5 million for spot tv alone in 1962. 
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(Continued) 



"Big Hrother Ig Watching You!" might well be the slogan for at Ica&t two of 
the largest air advertisers in the country; meanwhile, 12 additional agencies have 
signed deals to monitor tv station advertising. 

Y&R was first to order daily commercial audit a month ago and now is joined by 
Benton & Bowles, Compton, Dancer-Fitzgerald-Sample, Grey, Lennen & Newell, Arthur Mey- 
erhoff, Morse International, Ogilvy, Street and Finney, and Tatham-Laird. Negotiations 
for other big name agencies are under way. 

Of especial significance: P&G, General Foods, Brown & Williamson and other major 
accounts are well represented among those signing. 

Of even greater significance: a number of agencies signing are understood to be 

planning to use the ofl-the-air check as the "affidavit of performance." Station practices, 

including promised rotations, product protections, and time slotting, will draw scrutiny of 
agencies buying the service. 



Did the prolonged newspaper strike make New Yorkers more entertainment* 
conscious? Or, are network and local screenings of post-1948's heightening view- 
er desires to see movie stars? 

In any event, WABC-TV, N. Y. pulled an unusualy high rating when it carried the ABC 
TV Oscarcast last week. In the New York area, an estimated (according to Nielsen) six 
million homes saw some or all of the show. That's 78% of all viewing homes in the area. 

Average rating for the Academy Awards on WABC-TV: 55.6 average with 59.2 
peak. 



Commercial tv stations, and their advertisers^ in Denver won't have to worry 
ahout wJiatever inroads pay-tv may make until July. 

The starting date of an FCC-approved start of pay-tv in Denver has been shifted to early 
July from early April. McFadden-Teleglobe, which holds the franchise for the test, expects to 
launch the pay-as-you-watch experiment with some 400 subscribers — more than were rounded 
up for the start of the pay-tv test in Hartford, Conn. 

Ford Motor Co. is proving to have fairly volatile top-echelon lineups, but it isnU 
likely to allect the motor firm's heavy air schedules. 

Last week. Ford named its fourth president within a three-year period: Arjay R, Miller, 
who succeeds John Dykstra, who's retiring. 

Miller is considered an aggressive merchandiser of autos, a firm believer in mass-media 
advertising. At 47, Miller is one of the youngest corporate executives of a major auto-mak- 
ing company. 



Viewers watch specific stars and movies on the two NBC TV feature-film sliows, 
and do not merely watch the series out of liahit, research figures strongly suggest. 

A quartet of commercial minutes in both sJiows, NBC figures, would reach "an undupll^ 
cated total of 61% of all U.S. tv homes in a month." 
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(Continued) 



Since this is nearly three times the size of the rating of the movie shows at any average 
minute, it's fairly obvious that viewers check listings closely, watch particular movie favorites. 

NBC, incidentally, claims an average cpm of S2.94 for the movie shows (based on an 
average cost-per-minule of S31,500), 

Loss of some nice tv billings (U.S. Steel and GE drama series cancellation; 
reductions by Armstrong and Du Pont) at BBDO is resulting in staff cutbacks. 

Word around the agency is that nearly 100 BBDO-ers are getting the ax, and the end is 
not in sight. 

Among those exiting is Everett Hart, tv-radio producer, and art director George Olden. 



Add to your list of Madison Avenue-isms ''Excitement Engineer," for which 
read marketing consultant* 

Stanley Arnold, an independent New York consultant on marketing, has coined the self- 
term in connection with an article he wrote in the current issue of Boston University's "Busi- 
ness Review." 

Arnold took a swing at "image" campaigns in tv and radio, stating: "Consumer ads de- 
signed primarily to produce 'images' are usually wasteful in today's market. What is the 
sense of spending two years' budget to project an image when in that time you might not be 
in business." 

A more effective approach, which threatens to produce an "imminent marketing revolu- 
tion," according to Arnold, is creation of "consumer excitement." 

Arnold's conclusion: "Sales promotion can frequently do today what advertising does 
tomorrow. We are not knocking advertising, but advertising alone no longer does the job." 



If any red-headed moppets wearing hright green beanies and yellow sweatshirts 
get lost at the 1964-65 World's Fair — have no worries* 

RCA will have a special Color TV Center at the Fair, featuring working color receivers and 
see-yourself-in-color setups, as well as extensive promotions for NBC TV color shows. 

One feature of the RCA center: a closed-circuit tv network to 200 receiving points 
throughout the Fair, which can be used lo televise lost kids to anxious parents* 



With rumors of FCC chairman Newlon Minow's departure from the Commis- 
sion gaining ground, networks are axing several Minow-prodded program series 
designed for children's audiences. 

There are really two reasons for this: (1) few of the young-viewer shows produced along 
prestige lines have develoj^ed audiences of a size which will attract the practical eye of ad- 
vertisers, and (2) with prime time largely sold out, networks must move advertisers into day- 
time and afternoon periods to handle additional business. 
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(Continued) 



{Continued) 

Among the shows being bounced are "Shari Lewis Show" on NBC TV, "Discovery" as a 
daily show on ABC TV (it'll be seen once weekly in fall, with "Wagon Train" reruns in the 
daily slots) and "Reading Room" on CBS TV. 



Stations are Anally becoming resistive to the ever-increasing prices being asked 
in syndication for choice post-1948 feature Blms. 

A KTTV, Los Angeles source admitted to us that the station had been approached as a po- 
tential buyer in the L.A. market for the Paramount post-1948 backlog (Paramount's older 
films are distributed by MCA) . 

The price was so high per picture, KTTV said, that "we had to turn the deal down." 

The station, meanwhile, is getting plenty of national spot business. Since deciding to set 
up its own rep offices in New York and elsewhere to provide agency buyers with "close per- 
sonal service," KTTV has gained "anywhere from 50% to 100% more spot business." 



Latest barometric indication that New York is making gains as a production 
center: an upbeat in permits processed by the city for '*tv, motion picture and gen- 
eral photography." 

The N. Y. Department of Commerce & Industrial Development noted that 178 such permits 
had been handled during March. The figures, said Commissioner Louis Broido, indicate "a 
steady increase in video tape and film production in the city.^^ 

Among New York tv projects: "Naked City," "The Defenders" and a Kraft show by MCA 
starring John Forsythe. 



The computer trend is making for some interesting corporate marriages in the 
research field. 

Latest one: Simulmatics Corporation, a leading computer simulation company, and Crea- 
tive Marketing Analysts, Inc., have merged. 

ITie first of these firms specializes in "simulating probable results of future actions" via 
computers, such as the firm's "Media Mix" studies. CMA specializes in consumer question- 
naires and retail audits on product sales. 



This summer, Salada is taking its first plunge into network tv with an inter- 
esting new warm-weather product. 

It's Salada Ice Tea Mix. Unlike other instant ice teas it contains lemon and sugar; all a 
user needs is water. 

Salada will debut the product nationally on 27 May for a 13-week initial campaign on two 
personality shows; Johnny Carson's late-night-show on NBC and via Arthur Godfrey on CBS. 
Test-marketing was done last summer in Tampa. 
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NEW SERIES 



of syndication's hottest cartoon property ! 




AVAILABLE 

icir Most powerful sales support ever! icic 

MERCHANDISING 



^ For leading advertisers a proven ^ 




SENSATION 

Coca-Cola, Keds, Kool Aid, Ford, Bufferin, Lay's 
Potato Chips, M&M Candy, Post Cereals, Wonder 
Bread, Pepsi-Cola, Wheaties,Wrigley, Marx Toys, 
Lionel, Kleenex, Cheer, Carnation, Cheerios, etc. 



BJSSERVi: YOUR IVIARKET! 




104 CAETOOWS 

■ ■ _^^mm 

SUrrlng Deputy Dawg,Ty Coon,Mu8kle»L'IIWhooper, 
Vincent Van Gopher and other Terrytoous favorites 





SERIES THREE! 

jiri^ikjk Available on a library basis j^j^j^j^ 

B00ES,C0MICS,T0¥8,AFPAR£L! 

The greatest merchandising ever 1 

CALL,«RITE OR WIRE 

CBS Fl IMS 

Offices in New York, Chicago, San Francisco. Atlanta, Dallas 




if 



ADDRESSES 





he company she keeps 



Irty of the fifty largest U.S. corporations 
I ve a Charlotte address. Not because of 
Ir beauty. But because Chorlotte is one 
(the largest comnriercial and distribution 
fnters in the Southeost. There are more 
faple within a 75-mile radius of Chorlotte 
6n In a corresponding rodius around 
^anta, Indianapolis, Kansos City or Min- 
rapolis. The largest businesses in Americo 
in Charlotte to reach these people. You 
<n reach them through WBT Radio Chor- 
ite. For over 40 years, WBT hos had the 
igest adult audience for the 37-county 
tsic area. ..the audience that receives and 
>3nds most of the Charlotte orea s S2,61 2r 
'^,000 worth of spending money.* Join 
it> company that Chorlotte keeps-through 

WBT RADIO CHARLOTTE 

jferson Standard Broadcasting Compony. 
^presented nationally by John Bloir & Co. 

•SOURCE: SURVEY OF BUYING POWER 



DATA DIGEST 



Basic facts and figures 



How much does state-of-mind affect sales? 

A new (|iialitative icscanh service was unwrapped iliis nioiiih, iii 
ilie ()ifi( es oi Marketing E\'ahiaii(>iiN, Maiiliassei, X. \. \\\eru\iw 
(liredor jack l.andis (iornier director, developinejital research, |\\ T) 
disclosed the six-inojilhs-old firm's firsi service, ''ProdiKt ()/* a svs- 
tein (>[ (onliiiuous measureiiient of (oiisuiuer readioii u> piodiKts 
and advert isin|t^. 

MF/s I*rodu(t Q is based on the thesis that stale of mind is linked 
to sales. Most professional reseanhers consider the state-of-niiiid sales 
link an established ia(i. What Prodiut O will do is nieasme it. 

The () (lor Qualitative) is determined by dividing the percent 
of iiiter\ iewees who ha\'e an opinion about a prochu t into the per- 
cent who rate it '*one of the best.** 

Suppose two brands ha\'e the lollowing siandings: 

r»rand A brand b 
Have an) opinion *^l/o '^^^*o 

Rated ''one of the best** T^ 15 

Cairrentl) Brand A is known b\ moie people and has more people 
l)elie\'ing it "one ol the best.** The () laiing is louiid by dividing 
the "best" rating by the "an) opinion" score: 

Brand A brand li 
Q rating 27 35 

On ibis basis, says Ml\, Brand l> is potentially strongei. \mong 
(onsmners who know about it, moie rate ii at the top ol the attitude 
s(ale. If it (an raise its le\el of awareness, it will be a formidable 
(onipetitor in the future. 

Product O began the month with one (barter subsdiber, Scott 
Paper, and last week |)ickcd up (General Mills, ('ost to advertisers is 
based on yearly ad budget per product, but nuiiimnm fee is Sl5- 
2(),()()0 per produd a year. Charter siibs(ribers pay the minimum 
rate regardless of ad budgets which normally would (pialify for 
higher rate. 

(^^o-lomider of Marketing Kval nations, with Land is, is f lenry 
lirenner, j)resi(lent, Home l esiing Instiiute-TvO. 



SHARE-OF-MSND FORECASTS FUTURE MARKET ACTION 
.Xr^!st vs Cdgpte^ 2 Ycurs After ADA Announcement - 



^itAREOF MARKET 



30 



20 



10 




JO 



10 




OCT. 
-60 



FEB. 
•61 



AUG. 
63 



OCT 
*60 



F£B. 
61 



AUG 
62 



State*of-mind's link to sales is demonstrated 

ME illustrates here the iwo-yeiir prutcrii of Crcsi loothpasu N siir]);is>iiii; 
of leader Colgate after \I).\ pul)li( inujounceruent of its )a\or for (.'rest 
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Go to New Orleans for Boston Beans? 



Of course not! They've got a special 
taste for beans in Boston. Successful 
advertising takes local flavor into ac- 
count. Spot TV avoids the uniformity of 
"national" advertising. It gives you 
nnarket-by-market emphasis. 

Ninety-two of the top one hundred 
advertisers use Spot TV. It's used to 
bolster a softening sales picture; to meet 



the challenge of new competition; to 
apply seasonal control or timing; to test 
a program, a product, a merchandising 
idea. Market-by-market is the efficient 
way to buy TV today. 

TvAR, representing a select list of 
major market TV stations, can show you 
how to get more out of your advertis- 
ing dollars by buying on a spot-your 

> 

TvAR 



market basis. TvAR's "Television Spot 
Test" enables an advertiser to docu- 
ment the effectiveness of Spot TV. 
TvAR's "Brand Comparisons," give 
the exact status of over 500 brands in 
our eight represented markets. 

Spot TV is the flexible advertising 
medium. TvAR is the personalized serv- 
ice. Why not take advantage of both? 



TELEVISION ADVERTISING ^ ✓ REPRESENTATIVES. INC. 

REPRESENTING 

WBTV CHARLOTTE (JEFFERSON STANDARD BROADCASTING CO.) • WTOP-TV WASHINGTON AND WJXT JACKSONVILLE (POST-NEWSWEEK STATIONS) 
WBZ-TV BOSTON, WJZ-TV BALTIMORE. KDKA-TV PITTSBURGH, KYW-TV CLEVEUND AND KPIX SAN FRANCISCO (WESTfNGHOUSE BROADCASTING COMPANY) 

TvAR Offices in New York, Chicago, Detroit, San Francisco,, Los Angeles and Atlanta 
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Especially when the top 100 list has been thrown away. 

Admen now use better measurements which shatter 
flat market profile, open new creative opportunities 



Television has dropped an electron- 
ic bombshell on the nice, stand- 
ard market rankings of yesteryear. 
Many markets which were previous- 
ly excluded from consideration by 
national advertisers are now includ- 
ed in media planning, all because of 
changes in marketing caused by tv. 

But, if you want to start an argu- 
ment on Madison or Michigan Ave- 



nues, or want to see tv admen from 
top client brass down to junior as- 
sistant agency estimators turn a deli- 
cate shade of purple, just talk about 
lop 100 tv market rankings. 

Seldom has there been a topic on 
which there is so much apparent con- 
fusion, both emotional and mathe- 
matical, as there is in the realm of 
market-size research. In the eyes of 
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many siaiioii reps and hi'Dadcasters, 
the ranking ol iv markets by agen- 
cies olien seems irrational, or at 
best, nnlathomahle. 

Market ranking is a highly im- 
portant aspect ol spot t\', and one 
of the ha/iest areas in the complex 
methodology of tiinebuying. With- 
in agency walls, there are usually 
three basic methods ol ranking tele- 
\ ision markets: 



• b\ si/e ol metro area 

• by tv iiiiirkct coverage 

• hy "avciiige ciuartci-hour" or 
"sct.s-in-usc." 

Ol these, the first has a historical 
edge. When media discussions con- 
cern newspapers — the bulk of 
whose circulation is in metropoli- 
tan areas — the concept has consid- 
erable \alidiiy. Tv's ability to leap 
artificial and natural boundaries 



has kicked a real hole in this meth- 
od. The beyond-metro-area reach 
of tv has often residted in the com- 
bining of several metro areas into 
one television market such as New 
York-Newark-jersey City; Hartford- 
New Haven, etc. 

Even where the omside area cov- 
ered by tv stations does not en- 
compass another established metro 
area, tv has had an important ef- 



- Top 25 markets — but whose top 25 do you mean? 

Heir air the italioii'.s top 25 tv matkt'ts, measured by commonly-used yardsticks of tv cm illation, 
reliiil sales, tv sets-in-use, and spot tv advertising xi>eiglit. F.adi of these measurements is an ac- 
curate reflection of part of the innrket; no one of tlieni is a definitive measure of the market itself. 
Advertisers and agencies me these, ami many other rankings, in solving different parts of the individ- 
ual problem of each campaign; no single ranking is an all-purpose tool. 



Tv homes 

credited to Metro area 

dominant station, retail sales 

25% cutoff per household 



Quarter-hour 
sets-in-use 
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revenue 
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New York 

Los Angeles 

Chicago 

Philadelphia 

Boston-Manchester 

Detroit 



San Francisco-Oakland 
Cleveland 



Pittsburgh 
Washington 
St. Louis 
Baltimore 
Dallas-Ft. Worth 



Cincinnati 



Minneapolis-St. Paul 



Hartford-New Haven-New Britain 
Providence 

Indianapolis-Bloomington 

Miami 

Milwaukee 

Kansas City 

Charlotte, N. C. 

Sacramento-Stockton 

Atlanta 

Buffalo 
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51 

150"^ 
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13 
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1. Separate tieuros for two cities. 2. Seaule-Tacoma is 17th in AHlt rankiiiR 3 
Canadian ^ l«>wlne, uliich would raise the market into approximately inth position. 
FCC, '2 statlon marltet), 6. Houston. 18tb, 



llmistun i!> 23rd in AUH ranltlng. 4. 
Tuluiiibus is 25th in AllH ranlting. 



19lh. exclutline 
J T*nrankecl by 
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Cntign 
Fort Myers 
KUmath Falls 
Lima 

Greenwood 
Missoula 

Bellingham 
Hunts ville 
Big Spring 
Dickinson 
Grand Forks 
Fort E>odge 
Laredo 
Decatur. Ala. 
Mitchell 
Clovis, N, Mex. 
Biloxi 
Pembina 
Florence, Ala. 
*\berdeen, S. D, 
^JBa^ 
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Hungry computers demand more market facts 




Superhuman capacity of computers means 
that, given facts, machines can reinterpret 
market status in a score of ways. Meeting 
the demands of machines (shown, Y&R*s 
with president Gribbin) are new demo- 



graphic studies, such as men-women-chil- 
dren breakdown of all tv markets, released 
this month by RKO General. Research di- 
rector Frank Boehm says figures can be 
programed to pinpoint product buyers. 



feet. In maiiv cases there are 
enough siil>nrban coniniunities out- 
side the metro that the ap^p^regate 
population is actually as large or 
larf^er than in the metro. 

The second major meihotl is 
thai o( rankings based on tv mar- 
ket coveiage, (hawn mostly from 
Nielsen or ARI*> coverage studies. 
These usually in^ohe taking the 
laigest station in the market and 
()perai ing with a cutoff level de- 
rived from the (irculation ()l the 
market. (Ctiloif . . . givnig all 
homes in a c(>untv to the dominant 
Station which reaches 25%. or 
50%, ()f all homes weekly, or what- 
evei iHtoii figure is seleded.) Al- 
most all oi the laukiugs based on 
this method iiulude overlap fr()m 
one market to another, and duj)Ii- 
(atiou. 

The third method is ranking 
based on "average tpiarter hour*' 
or "sets in use.** l^his method takes 



the average homes reached by eadi 
station in a given broad time peri- 
od; the figures for all local stations 
in the market are added; this gi^es 
the market total for ranking. This 




Doing it the hard way 

\Vv^ :ii;cntlcs. don't use pnhlishetl d.ita 
savs Ken Mdls, assotiaic research direc- 
tor at I\at7. "Rath ageucv's media rc- 
sCarc h dept. duvolops its own for- 
iiiidac» then draws up at tual lists." 



method has achieved considerable 
measure of acceptance amcmg ma- 
jor agencies. 

What are the limitations of these 
methods? AccortUng to rep research 
specialist Cris Rashbaum, of HRP, 
the geographic method is limited 
by tlie cutoff level itself. '*To say 
that a station is ellettive in a whole 
county Av'here it may reach only 
25% of the homes in that county 
in a week is jjrettv darned liberal,** 
says Rashbaum. "1 he geographic 
method of ranking cannot deal ef- 
fect ixely with the problem ()f how^ 
nuich \ ie\\*iug a station has. 

*'1)V contrast the sets-in-iise meth- 
od is effective in terms of depth of 
viewing. This method says tliat 
New \oxV is I lie niuiiber one mar- 
ket in the country not because 
more ])eople \'iew a particular sta- 
tion once a week, but because more 
j>eople are watching more stations 
(Please turn to page 52) 
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Tv and radio boom 
a small western 
firm to nation- 
wide distribution 





Golden Grain sponsors 17 network programs 

"Coiicciuration" is one net program used, (I-r): 'l orn OeDomenico, v.p., ^ 
dir. of sales; Hugh Downs, host; Paul DeDonienico, sales, ad mgr.; Paskey 
DeDonieni{ (), president « disc iiss promotional plans ior Cioldcn Grain 



Golden Grain spends $3.5 million in advertising 

75% goes to network and spot television 
Family owners do research, testing, marketing 



Marketing nia\*cricks in San Fran- 
cisco, namely the OeDomenico 
brothers, have proven that business 
instinct, home research, a da-ih of 
test-marketing, mixed with heavy 
television a(h ertising is a successful 
recipe lor launching a new food 
product on a national scale. 

Only five years ago. Golden 
Grain iNfacaroni Co., owned bv the 

4 

I)eI)oineni( () family, was jiisi an- 
oi lier regional producer of macaroni 
products. That year the company's 
ad budget totaled $60,000 and busi- 
ness volume a comfortable $8-9 mil- 
lion. Jn '63, ad spending will reach 
$3.5 million and sales are expected 
to soar to the SSO-milHon inaik. 
liroad product cli\ersiric atioii is tak- 
ing ]:)lacc and national disirii)uiion 
has been accomplished. 

Much of the coinpan)\ succ ess is 
attributed to spot and network tele- 
vision advertising which comprises 
appioxiniatel) 75*^^ of the total ad 



budget placed through agency ^^c- 
Cann-Eric kson, San Francisco. 

Tv for demonstration. After ex- 
perimenting with all media, tlie 
Golden Cwaiii executives foiuul that 
t\ was the best \'ehicle for introduc- 
ing new food products. It worked 
in 19.58 for the Ricc-A-Roni prod- 
ucts. Now the company's witnessing 
added pioof with the present na- 
tional introduction ol comenience 
dinners. 

Tv dollars primarily go into 
hard-selling commercials on 17 day- 
time network shows: about 25% is 
allocated for regional advertising 
or additional impact in key mar- 
kets. 

**Tele\'isioii offers us clcmoirstra- 
lion of product, not only in use bin 
ill preparation. This is most im- 
])ort:int when iiui oduc ing a new 
food recipe idea," says Paid De- 
Donienico, national sales and ad- 
\crtising manager for Golden 



Grain. *'AVc must cxjjlain what the 
product is, and how it is ])re])arecl 
and used, in addition to creating a 
desire on the ])art of the consinner 
lo ])urchase it. 

*'Oiir conveniciue dinners are 
unknown to most consimiers. We 
are not interested in selling the 
words Ol* names, but in sho^\M*ng 
what the products are." 

When the tompany is looking for 
repetition of brand names it turns 
to rad io. The fam il v feels radio 
builds a brand awareness faster and 
more elhcientlv than other media. 

Golden Grain uses radio but no 
tv to advertise its regular line of 
more than 500 food items on the 
West Coast, inchiding macaroni 
products, dried vegetables, gelatins, 
and soups. Comenience dinners 
are ciirreiitiv advertised \'ia tv. No 
radio is used because the line is 
new. 

Family success story. The story 

of the Golden Grain ^facaroiii Co, 
is a family one — three generations 
long. During the early years of the 
business, Domcnico DeDomenico, 
founder of the company, sold his 
pioclucts in bulk to Iialian-Ameri- 
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can families in and :i round San 
Fraiicis(<). His wile supplied the 
recipes thai had been handed down 
lo her from the old world. 

Now l)omeni(o\s three sons man- 
1 age the business. l*askey, the eldest, 
I is president: Vincent, general man- 
ager and secretary-treasurer; Thom- 
I as, vice president and director of 
sales; Paskey's son, Paul, is national 
sales and advertising manager. 

With close teamwork, the family 
has buih the company into a major 
operation: hve factories, 20 ware- 
houses, and 70 food l)rokerage 
firms produce, disiril)ute, and sell 
Golden Grain products, achieving 
84% national distribution. 

Home research. Most of the 

firm's products, especially the new- 
convenience dinner items, are first 
"tested" in the kitchens of the l)e- 
Donienico wi\es. 

( Rice-A-Roni, the product line 
that sparked Golden Grain's rapid 
growili since 1958, was the result of 
a surprise dinner Tom DeDomen- 
ico's wife cooked for the family. 
The chihhen, unable to pronounce 
the coml)inalion dish of rice and 
macaroni (actually a pihif), short- 
ened it to ricearoni. The name was 
short and catchy and presented a 
clear image of the product. It 
stuck, and was used w^hen Vincent 
decided to package and market the 

I product. 

I Marketing mavericks. The De- 

Domenico family marketing success 
is based more on instinct than long- 
I time planning and research. The 
company jumped right froni test 
markets Seattle and San Francisco 
into the fiery competition of New 
York, and then into the throes of 
national w\Trfare. 

It wasn't until '58 that the 
brothers decided to try national 
distribution. They knew thai 50% 
of the food items found on today's 
su per m a r ke I s h e 1 ves wt r e t h e ve 
only five years. Keeping this in 
nnnd they discussed wdiat products 
would best (ompete in the race for 
the precious shelf space at the su- 
permarkets. 

They also considered the time 
element, knowing that the products 
first on the market wouhl be most 
' likely to capture the lion's share of 



that market. The product was 
Ri(e-A*Roni iind the time to start 
was immetliatelv. I'he results of the 
campaign proved to l)e excellent. 

The success of the Ri(e-A-Roni 
(oncept — cpiit k (onvenieni foods 
which may serve either as complete 
dinners or as sitle dishes — was le- 
sponsil)le for the family decision to 
introthue new products in the 
same category for convein'ence 
dinners. West Goast market tests 
proved immediately successful and 
the four products were ininxhued 
nationallv last month. P>esides 
spentling uu)re on advertising than 
ever l)efore, Golden Grain is wil- 
ling to spend $33 million on the 
national introduction of its new 
line through a coupon ofTer made 
in magazines. The total retail cost 
of the four-item package is oidy 00 
ceins, instead of $1.66. (The com- 
pany offers a refund of $1 on every 
set if the purchaser remits all four 
l)ox tops.) 

Direct competition comes front 
General Mills, l>elty Crocker, aiul 
Lipton, but there is indirect com- 
petition from any convenience food 
line, whether it be dry foods, tro/en 
foods, or camied foods. How^ever, 
the DeDomenico brothers are not 
afraid of competition. 

Paskey DeDonienic o told spon- 
sor: *'\Ve learned early that (juality 
of produd is of prime importance. 
Then we learned the value of test- 



ing aiul (ousisteni advertising. We 
also learned that the gro( er is a 
most important fac tor goveining 
success or fail me in the market- 
place, and we learned to serve his 
interests. We have f(»und that no 
manner of competition can oiu- 
weigh the values produced by these 
three lessons." 

Diversification. C^olden c;rain 
started oiu as a macaroni company, 
but has included rice as the im- 
poriaiu staple in its nine national- 
ly-adveriised-and-disiributed prod- 
ucts (Rice-A-Roni and convenience 
dinner lines) . 

Hie Ri( e-A-Roni produc ts in- 
clude custard pudding, Spanish rice 
nux, with beef flavor, rice with 
chicken flavor, and rice with cheese. 
The convenience dinners inc hide 
Noodle- Ron i. Spaghetti Dinner, 
l\vist-iV-Rc)m' and (thicken, and 
Scallop-y\-Roni. 

Golden Grain recently announced 
the purchase of the 1). (ihirardelli 
(Chocolate Co. of San Francisco "in 
order to diversify the company's 
interests." Ghirardelli, in l)usiness 
a century, has been marketing its 
line of ( hocolaie tanclv, instant 
cocoa, and ground chocc^late in 13 
stales. 

*'W^ith g(»()cl products, good mar- 
keting, and good advertising, we 
feel sec ure of ever-expanding ac- 
cej)tance of Golden (irain prod- 
uc ts,"savs Paskev DeDomenico ^ 




It all started in San Francisco 



"Something new from San Franrisco" is the thciuc of tlie conuiien ial.s. Pirtui cs 
from the city, such as view of Cioklcn Gate IJricIgc alH»\c, arc featured in .spots. 
DeDomenico ianiily has inaiketecl prochic tj> in S.K. siiue company iK'i«;in in I9IL' 
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Weaihev tovi^casl for afieneies • • • 



Fall network schedules preceded by early spring 




Judy Garland Show / CBS TV 



Danny Kaye Show CBS TV 



Bob Hope Show / NBC TV 



Jerry Lewis Show / ABC TV 



This \car, for (lie (irsi time in iv's 
raniljinuiious history, advert iscrs 
could examine upconiini^ prime 
linic sfhcdulcs ol three competitive 
networks six months hefore the fall 
season's start. 

For the first time in many sea- 
sons, there's a !)ig-money nighttime 
qui/ siiow, JOO Grand. A IK I V is 
planning to drop this supposedly 
"fool-proof" (|iii/ show into the 
Sunday U) p.m. slot. In the e\es of 
ARC TV ])rograni hm'lders, 100 



Graiui rould most assuredly not he 
regarded as inicpiitous and tlure- 
ff)ie subject to any of the heinous 
influences that befell scandalous 
f]ui/ shows in the late TiOs. 

CBS T\^ fust to UkU up a new 
season's schedule so eailv in the 
\ear, now has 87% of its prime time 
liours sold. XliC TV has ntarly 
82% sold; AUC T\ some 65% of 
its fall programs signal in ed. 

Many advantages came with the 
locking up of skeds so early. 



For one, agenc) program chief- 
tains — with a staggering $500 mil- 
lion to spend — could examine the 
T)3-*6f programs without having to 
make iuiriied judgnieius. Some 
goodies are being tasted with bliss, 
others with blight, but ihc feeling 
on Madison A\*euue is one of genu- 
ine excitement. 

Network execiuives are insisting 
that will be the most excit- 

ing year in \'ideo's liistoiy. Pro- 
grams, in the main, are expected to 
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1y Favorite Martian / CBS TV Travels of iaimi'e McPheeters / ABC TV 




ast Side, West Side , CBS TV 

aul Henning Series CBS TV Grind! NBC TV 




Schedules reveal 
fewest changes on CBS, 
most on ABC 




Mr. Novak ' NBC TV 



shiiic, network biUiiig^ to soai. 

Pretlicis Midiael H. Daiui. who 
recentl) sieppetl into lliibl>cll Rol)- 
iiison's CIkS ! V job as program ma- 
jor (lomo: '*\\^e aie on tlie verge 
ol tlie most exciting sea^ion since 
the early ms/* 

Dann, incidentally, \\^as not only 
speaking of the CUS lineup; he 
A\'as also tlolfing his cap in the (li- 
rection o\ NBC T\' and ABC TV' 

For complete nighttime 
schedule, turn page 
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lor I here is cxciienieiii in tlie air 
on three networks this fall. 

\'irtiiallv all big advertisers are 
(oinniitted to programing buys for 
the Ti.S-T) i season. There are or- 
ders in from such top drawer na- 
tional adveriisers as Prot ier R: («ani- 
ble, Liggeii R: Myers. Kellogg, Le\'er 
liros.. brown R: Williamson, Philip 
Morris, I*. Lorillard, General Mills 
and many others. 

Agency leaders predict that CIVS 
will get its biggest competition 
on Monday and Friday nights, 
The\ think ii will remain the domi- 
nam network on otiier nights. 

Inhere are significant shifts in ad- 
veriising expenditures for the com- 
ing season, Richard A. R. Pinkham, 
senior v.p. in charge of media and 
programs at Ted Bates R: Co.. indi- 
cates that Bates is betting heavily 
on CBS TV for the T).S-T>} season. 
The agency swiithed some S2() mil- 
lion in billing for American Home 
Products from \BCT\^ to CBST\\ 

On the other hand, there are 
agency chieftains, including George 
Polk, BP)I)C) v.p. in charge of pro- 
gram planning, who describe ABC 
as an innovator with some exciiing 
product lo imveil. 

The trend, of comse, is to more 
participaiion buying, co-sponsor- 
ship and less fidl program !)uying 
on the three networks. CBS has 
been most su((essfid in curbing the 
minute particij)ation buys. 

It is SRO for many of the top 
new shows. Armstrong, American 
^^olors, and Ralston/ Pmina have 
boiiglii into The nanny Kayr Show , 
which is budgeted ai Sir)3,0()0 on 
CA\S. The highest pri(ed weekly 
show is the l>ob I lope series on 
XP>C:, lisied at $250,000. C:hrysler, 
in a( cj Hiring this biggest single- 
season tv conira( t, be(omes one of 
ihe lew major clients with full 
s|)onsorship of a weekly GO-nn'nute 
IV presentation. 



It is not too bright a picture for 
the Hollywood tv fdm makers on 
the (^oast, insofar as the new season 
is (oncerned. The networks are 
making fewer pmchases from ihe 
big vidpix makers. AH lold, the 
three networks will have |)inf based 
some 21 series from the fdm mak- 
ei s. Thiscmrent season thev bought 
a total of 37 series. 

(It breaks down thusly: ABC^ will 
have bought ten for the new sea- 
son as compared to 10 this year: 
XI>C has pa(ted 11 compared with 
13 this semester; CBS bought three 
for '()3-T) I compared to eight for 
the (iirrent season.) 

l^he plus marks for nexi season 
go to MC»M-7\^ which will jump 
from one to six network series for 
next season, NctWi)rks and adver- 
tisers alike would like to see big 
fdm makers come up with more 
hits like MC»M*s Dr. KUdarc series, 
or lop-notch |)roduct as Beverly 
Hillbillies and The [)rfe)t(iers Irom 
smaller telefilm niakeis, 

CBS TV will come to bat in '03- 
'64 with some 20 of its T>2-'f)3 pow- 
eriiouse programs. On the other 
hand, ABC and NBC, logether, 
will continue about 27 j>rograms. 
(]P>S plans to introduce seven new 
shows: XBC, nine, and AP>C, 19. 

CBS is programing fewer half- 
hour featines and two more one- 
hour sbow^s than cmrenrly; XBC 
is present ing one less half-hour 
show and one more hour show: 
ABC is offering three programs in 
ihe 90-miniue or two-hoiu' foiniat 
in T)3-T)l. 

The score card now reads like 
this: 

CP>S, i() hours and Mi half-homs: 
XliC, U) hours, six half-homs and 
three 90-minute-or-longer shows: 
A1>C, 12 hours, 15 half-hours and 
three l)0-nn*nutes or more. 

Vital statistics. Other vital sta- 
(Flease ttnn to jmge 49) 
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OLD and NEW shows for 1963-64 season 



FRIDAY 

ABC CBS 



SATURDAY 




•PnrP^ refer to average cost for program only. These are net prices {agency commission not 
tic Anthology (Different stories, casts each week); (DS) Dramatic Series (With week-to-week 



included) New programs are indicated in green. Program types are indicated as follows; (AP) Audience Participation; (DA) Drama- 
loading characters): (DOC) Documentary: (SC) Situation Comedy; (V) Variety. Key trend: more s.tar showcases at night. 






take some gambles 




(foir a blockbuster schedule^. 




PJLEASLWLAUD 




win the nation's applause. . . 




watch developments . 



1 



jfor-. 



I 




^th balanceX« . . 



then you're the 

CBS TELEVISION 
NETWORK 



Airlines, theatres, retailers 
used radio/tv advertising 

during newspaper blackouts 




Strikes are over, but 
many print advertisers 

linger on the air 



edc Jfctu ^ork Simw 



NEW YORK 

LONG Island Star- Journal 



Kctalb 



loini$ 3sM Bailp Press 

NewYorkWorld-Telegram 
New York Mirror 




JourniSfipmiierican 
DAILYfl NEWS 

New Yorl^ Post 





;inv ail advertiser foiincrlv r(»ii- 
si<.lereil a hard-bouiul print 



media eiuluisiast is cinrcntlv saint- 
ing the retuiii ol (Cleveland and 
N e w \i nk i le ws| )a | )e is w'l 1 1 1 one 
hand — while patting broadcasters 
on the ba(k for a job well ilone 
with the odier. 

I he ID-week strike in Cleveland 
and the Ki-week walkout in Xew 
^'ork ga\e i*adio/tv stations in both 
cities a on(e-in-a-liletinie chance to 
prove their ine(b'a elTectix eness to 
a whole range ol new clients. 

That nian\ air-media newcomers 
were coiiviiued is demonstrated, in 
tangible form, by continued in- 
vestment of substantial radio/tv 
sums — budgets previously slated for 
newspapers. 



Airlines and anmsemeiu adver- 
tisers represent the largest categor- 
ies of bioa(h'ast comerts. North- 
east Airlines, (or example, jetted 
into Xew Vork t\ foi* the first time 
(huiug the strike, lound that ticket 
sales for liights between that city 
and Miami were up over pre- 

vious winter seasons. Afovie exhibi- 
tors and theatrical ]Moducers dis- 
(o\ered that newsprint was not the 
only wav to attract leisure-time C(»n- 
sumer spending. Retail stores ex- 
perimented with radio/t\ ; some 
liked it. and some didn't, but many 
are planning post-strike sponsor- 
ships in the air media. 

Revenue did increase. WNRC- 

I V, among New Vork tv stations, 
adnu'ts to ha\'ing gained the most 
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Weekly department store sales in N. Y., Cleveland, and U. S. during strikes 

Pcirrntagr rliangrs brUnv air based on retail dollar amount of sales during eorrrsfxniding l)erlods a year ago^ 
ai<<>rdi}ig to statisties issued by the Fedenil Reseixfe System, Dates gixuni refiresmt last day of weekly tabulation. 





DECEMBER 






JANUARY 






FEBRUARY 






MARCH 






AVERAGE 




15 


22 


29 


5 


12 


19 


26 


2 


9 


16 


23 


2 


9 


16 


23 


30 




NEW YORK DISTRICT 


4 


7 


37 


4 


— 1 


3 - 


- 2 


1 


— 1 


3 


9 


— 5 


2 


7 


1 


3 


2 


N. Y.-N.E. New Jersey 


5 


8 


35 


3 


— 4 


5 - 


- 1 


— 1 


— 2 


2 


7 


— 5 


2 


7 


0 


1 


1 


Newark 


0 


6 


36 


1 


— 1 


3 - 


- 3 


— 9 


3 


2 


9 


— 9 


7 


2 


3 


4 


1 


New York 


— 1 


1 


21 


— 5 


—11 - 


- 5 - 


- 9 


— 6 


—10 


— 7 


0 


— 8 - 


- 5 


2 - 


- 7 - 


- 7 


- 6 


CLEVELAND DISTRICT 


— 6 


8 


27 


4 


4 


1 - 


-15 


6 


2 


— 8 


— 2 


-15 


5 


0 


0 


8 


- 1 


Cleveland 


—13 


15 


23 


3 


0 


0 - 


-15 


3 


— 3 


—13 


— 9 


-14 


1 


-2 - 


- 6 


3 


- 4 


Downtown Cleveland 


— 17 


15 


8 


- 5 


- 3 ■ 


- 6 - 


-21 


— 2 


—10 


—19 


—21 


-\B - 


- 9 


-11 - 


-14 - 


- 2 


-11 


UNITED STATES 


3 


5 


34 


10 


9 


4 - 


- 2 


1 


5 


1 


3 


- 4 


7 


4 


5 


5 


+4 



"Aveiacf for prrind I .lamraiy to .'SO Matfli fmly, WfisIitM hy FltS for dollar vnhrtii*' 



<m; Ml .I'r 1,1 r • r'li iMf m" , i\ ii-r rr .nr r 



io\t'iuie (luring ilie ncwspapei 
I)lark()iii — well oxer .S.H()(),()()() in 
extra billings by A'arioiis cstiniairs. 
Miicii of this dollar i)()naii/a caiuc 
WXliCyrX' s way by "iiu reasing 
tlio iiiinil)cr ol aniioiincenicnis" 
wliilc strcidiing iOs and 2()s into 
Iiighcr-priccd inimnes. The other 
Xew York tv stations, two more 
llagships (\V(:iJS-T\\ WAHC-'l V) 
and three independeius (WNl'iW- 
T\\ \\'()R/rv. WPIX) aA-eraged 
more tiiaii SIOO. ()()() in extra reve- 
nue. 

Radio stations, lor onee, mat( betl 
many ()f the tv stations in New 
Ytnk on extia, strike-produeed in- 
("(nne. For one tiling, musie-and- 
news stations could adjust tiieir 
Iiour-after-hour disk jockey sched- 
ules to absorb ainiouncements more 
reatlih than (ould tv stations, par- 
ticularly those carrying loeked-up 
network (ommerc ial progrann'ng. 
For anotiiei". radio (ommeiriai ropy 
(ould i)e (ami was) prepared more 
(pnc kl\ than live, tape or fdm tom- 
inercials — with their added A'isual 
dimension — in {\. 

New York radio also !)enefited 
Ironi tiie in-again. oiM-again un- 
certainty which surrounded the end 
ol the strike. When thc^ strike 
dragged on, several ac!\ertisers who 
had canceled emergenc }" air cam- 
paigns rushcnl hack into spot radio 
buAs; on some stations no a\'aila- 



bilities eoidcl be foimd. 

On a percent age-increase basis, 
some Xew York radio stations 
ioimd the strike a real bonanza, 
scoring gains of up to 7n*'(,. (Com- 
mented a radio sales manager: *'Re- 
tail ac coinits especially realized that 
radio is elfective. and could work 
well with print advertising in the 
futme." Adcleci the sales chief ol 
another Xew York radio outlet: 
"Advertisers like Rand)ler and Cas- 
tro Cc)n\ ertibles whicii had bc^en 
using some, biu not nnich radio are 
now i)eginning to wonder how 
mucii more radio had been doing 
lor them all along than they had 
believed possible.** 

Expensive newscasts. Xews coa-- 

erage on radio/tv stations in (^leM*- 
land and Xew York wns great!) ex- 
panded during the stiikes, and the 
cost often came high. Sometimes, 
the cost ol newscasting did a lot to 
cancel new rcA'cnue gains, particu- 
larly in Xew \'ork. 

\rAr>C-T\' calculates that it 
spent an extra .S20.()(K) weekly for 
addend news coxerage, which itself 
onlv brouoht in about $7.(M)() a 
week more nionev. At WXHiS-'lA', 
extra news costs amomued to 
()()() a week, not all of it rc^coAered 
in re\enue. Ironic alh. \\^()R- F\' 
lost $21,()()() in Xew YoVk Times ad 
spending, in adtlition to extra news 
costs, during the strike. 



Radio stations in Cleveland and j 
Xew Yoik re] )ort ed I y c )u t spent 
some [y stations on news, although 
many stations in both media are i 
now continuing with extended cov- 
erage, A CleA'eland study made dm- _ 
ing the strike indicates that at least 
seA en radio and one tv station i 
plamied to continue expandc*d cov- 
erage. 

Contradictory studies. Some 

studies indie ate department store 
sales dining the newspaper strike 
Avere up, others clown, depend- 
ing on whose figmes one cares to 
look at. Xew York Citv treasmer 
Hilda G. Schwartz claims that the 
cit^''s re\'emie from sales tax was 
higher during the fnst three months 
of the strike than il was a year 
earlier. Sales tax collections, a 
principal business barometei". were i 
S 7 7, 2^1 0,980 for December, [aimarv, 
and I'ehriiary. compared with 
881,201 the year before. • 

An RAli ^"l ale of I wo Cities" 
study pointed oirt that 8I^(, of 
female Xew Yorkers and 79*'(, of 
(!le\'elancl women reported spend- 
ing as much or more during the 
strike period measured than dining 
the same perio<l last year. RA1> 
stated, 'Miasc^cl on these figures, the 
strike impact is nnnor." 

On the other side of tlie-strike- 
clidn't-hurt-sales argument are the 
Publishers, (A)nimerce R: Industry, 
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uul Reiail Mrn ham's Anshn. The 
r^IA loials New York retail sales 
\>sses ar S2:) million, pins another 
n20 niilHon for restaurants and 
heatres. 

' Federal Reser\e fij^ures periiaps 
)est indicate the ellerts ol liie strike, 
hhhoiigh weather, general heahh oi 
liie economy, and special sale peri- 
ods must l>e taken into considera- 
(ion. According to FRS figures, de- 
partment store sales in Cleveland 
over the ])eriod I [annarv to 8(* 
March (the largest period of the 
strike covered) were down -I over 
10()2 and down f)*^,', in Xew York, 
compared with a 1*^,', growth in 
sales throughout the Tnited Stales. 

• Reasons for sales droo. ff the 

following points arc considered the 
cliflereuce is ])artially explained: 

• There was a feeling among ad- 
vertisers thai the strike woidd he 
over an\ dav: therefore. t\ and 
ladio commercials were not pre- 
;parccl early dm ing the strike, if 
.at all. 

1 • Advertisers who did prepare 
ispots placed them for short ocriods 
i:uid pulled tlieni ofl intermittently 
ithini'iiig the strike would end. 
I • Few. if anv, advertisers put 
.all their print monev into hroad- 
rasting. making anv comparisons 
'of media effect i\'eness inaccurate. 

• ^riie lush to radio and tv was 
so great that lime was a scare itv and 
ladveri isers h:ul to take what thev 
,coidd get. throwing media s(rateg\ 
to the winds. 

• Man\ prini>oriented advert is- 
ers did not ^^now ho^v to prepare an 
effect i\e hroadcast campaign. 

j • Lack of time prevemed adver- 
tisers from desifrning marketing to 
c omolement achertisinir. For ex- 
ample, a t\' station which covers a 
.')0- o) GO-niilc radius might pro\idc 
some waste co\'crage. 

Meanwhile, what's hajjpening to 

Ithe advert isers who inc reascd ra- 
dio 't\ hudgets or tried air media 
lor the first time? 

New York s+nrpp. M^nu d<*- 
panmcnt stores in (nc-\eland and 
Xew York gcncralh noted lor iheir 
hea\y print newspaocr achertisinir 
turned to radio and t\ during the 
strike. Some are i)lanning to stick 
with it. Stern liros., Ilond, Koi- 
\ette, Alexanders, and John David 



were among the larger Xew \'ork 
stearics (omrihui ing to radio/l\''s 
"strike mone\." 

Afan\ more tinned to radio ex- 
clusi\ely; either adding to their ra- 
dio hudgets or ir\ing the medium 
lor the first lime. Some of them in 
Xew York were Ciimhels. Mac y's, 
Ahraham & Straus, Lord R: Tavlor, 
Walladis, S. Klein. 11. Aliman, 
Saks — MiU and P>loomingclale's. 

P>c)ncl had been out oi radio and 
i\ in Xew \'ork for some five or 
six \ears. hut re-entered during 
the strike. Knough favorable re- 
sults were recognized to "strongly 
consider sticking with it." 

I'lie radio-advertised opening of 
Mac y's Home fmprovemcnt (Center 
took plac e during the strike. A 
Macy's spokesman reported it was 
"a huge success: the store was con- 
stantly full." Macy's plans to con- 
tiiuie on radio lor another :")() 
weeks. 

(iimhels has been using a hit of 
radio all along to advertise specific 
items, but during the strike it de- 
cided to heavy-up by using regular 
!^()>second spots throughout the day 
on six stations. Radio sales man- 
agers I eel rdmbels understands ra- 
dio and uses it ellectivelv. I'he fu- 
ture is expec tcci to bring an in- 
c rease in the store's radio buying. 

I>, All man also used Xew ^'ork 



radio regularh during the strike; 
it normally usc-s radio lor specific 
o( c asions oidv. 

/\U»xanders was happ\ enough 
with St r ike-time radio/tv advert i.s- 
ing to consider heavier schedules 
ill both media. 

Korvette used a limited amount 
of radio advertising in 'iVl, mainly 
to advertise store openings and spe- 
c ial events. During the strike, item 
advertising was scheduled and was 
ineifective compared witli newspa- 
j)ers. according to mere hand ising 
manager Jack Schwadron. 

(Completely new to radio during 
the strike, Lord & Tavlor louiul it 
verv ellective. The store used the 
medium lor inst it ut ional adv ert is- 
ing and plans to continue by spon- 
soring at least one daily program. 

Stern r>ros. used both radio and 
tv: radio for advertising specific 
items at dillerent times, and tv for 
a store sale. In the opinion ol 
Stern's executives, radio did a fine 
job, but not as good a job as print. 
Stern's used t v lor the first t ime 
during the strike and reported it 
did not substantially increase sales. 
Xet oiucome: "We're going back 
to pre-strike media use.*' 

Lane's Department Store launc bed 
Washington's IWrthday sale spot 
campaign on WXliCyiA' which 
{l^lra.w hint to jxi^ic a;")) 




Tv and radio spent extra on news 

Sliuious' c\|)an(k^cl news coverage gobbled U|) iiddiiional sponsor nioiux. \\'\IU^ 
\ V rc-])ons extra cost was SliO.OOO a week; WCBS-TV, S'AOOn a week. .\i)])earing 
(Ml WAIU^TX' Ilio \('-u*\ Sjuuial (aboxc*) arc ilntc Herald I'lihunr sta^fc'l'^ 
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News pace increases 

WINS, N. Y. now has permanent 16-nnan 
news staff, had under-fire test (below) 
during newspaper walkout. (Left): Mark 
Olds, gen'l mgr., greets members of News- 
paper Comics Council during the strike 



in 







'Evolution' is key to 



Specials, promotions add balance 

"Program PM" and "Two Worlds of Jazz" 
feature offbeat interviews, new slant on re- 
ligion (above). During newspaper strike, 
models handed out "news digests" from 
Harlem to Fifth Ave.; Steve Allen read com- 
ics? mgr. Mark Olds made midtown speech 



Cliangiiiju^ the lonnat ol a niajor-niarkci radio sta- 
tion is never an easy tritk. 11 new inaiiagenieiit 
moves too rapidU, the station (aiul its advertiseis) 
ina\ \osQ aiulieiue belore new protrraniinp; has had a 
( lian(e to catch on with listeners. 

At the same time, many station groups have cave- 
Inlly built an o\er-aIl *'style** for radio stations ami, * 
naiinally, aie concerned with nuiking the jL^roiip new- 
comer (onforni. And therein lies the [noblcni which 
confronted Wesiinghousc when it look over WINS, 
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Records are basic fare 

Top disk jockeys at WINS appeal to young 
adults as well as rock-and-rollers. Murray 
"The K" Kaufman visits bowling center 
(1); Pete Myers liolds afternoon slot (be- 
low); Dick Clayton, morning man, totes 
Nescafe; Stan Z. Burns chats with guest 




change, says WINS 



^NY'w Vfnk last fall from (.otiiaiu Ijioadcastiiit;. 
As Maik Olds, WMXS nianao^cr, i)uts it: 
"W'c felt tliat program clian^es should be an cvfilii- 
jlionary prot ess, not an <)\eniij;hl laccdifi. \Vc re- 
viewed taieliilly what we had i^oiiit^ lor us, and have 
tried to keep liie best ol it. 

"in some tases, we delibei'ateh set out to l(Kse wen- 
,age audiente at tertaiii hours as jxui ol the change. 
,il*s our leelinti; the ideal balatue slK)uld be 75% adult. 
-0*^j, teens and 5% kids in oui legulai audieiue.** 




That WINS has sua essi ully brous^hi off the for- 
mat (liaiige — with personality leeord shows, expanded 
new^s coverage, olfbeat "talk" and inter\iew jiiograms, 
and new j)ul)lic-alfaii's series (iiu hiding a luoiuh-long 
"Shakespeare Festival** (»l TdiC-produred adaptations) 
can be judged In strong New Vork-area latings and a 
9^% sellout of availabilities between Monday and 
l i iday, plus recoid first-tjuanei* sales. 

"I'd ratbei bat se\en out of ten than sinijdy be 
riuhi one out of one times," savs Olds. ^ 
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Media people: 
what they are doing 
and saying 



Riiinoicd .M:uliM>ii A\ciiue: W'e haxen't been :il)lc to do a 

thing with ihc sroN.soR Open K;n' siiKC lli:it rcpori I April Marty 
()/.cr, then wiili l)-F-S (New ^^)l■k), \\';is about to ^\\'it(■ll to l)'Air\ (N'cw 
^'()rk) has l)ccn (<)nhnnc<L Maitv has been assigned to the (>oIgate 
gri)ii|), anil is buying loi- W'ilchoot. Ni>\\' \vc h:i\c the Open Kar hs- 
lening hard to pinpoint the \\'hereal)outs ol sexeral New York l)uyeis: 
Olga Kaiidel (ex-Swan X: Masoii) . Awn fanowit/ (e\-()I>M), .Marie 
Coleman (ex-Donahue Jv: (ioe). Ed Nugent (ex-lWUX )). 

What C»()ES on Madison A\eniie, or peering tli rough the gre) llan- 
nel fog: We thought, we saw a ^*erital)le parad(* ol assorted buyers, as- 
sistant buveis. estimators, copy writers, secretaries, anil ilericals niarih- 
ingout ol UliDO with (ollee mugs, ash trays, pencil holders, ami brantl 
new lesumes in hanil die oihei ihi\. Hiil our ha/el, oi hs dei ei\'e us? 

Mo^'ing hetonies Electra: Electra Ladas, now with I'leiilicr Rii hards. 
Cialkins X.* I lohlen (San h^rani isio) as assistam buyer» jouriicyeil fiom 
Lester L. [a(<)i)s, hu. ((Ihieago), wh^ ie she was metlia diiet tor. 

News from AIcCann-Erickson: New buver on the Nestle aciouni 
(New ^'(>Ik) as ol 8 April is Tony Maisano. Tony was pre\ ii)usly as- 
sistant bu\er on the Lin( oln-Meri ur\- actouni at Ken von i^- K(khard! 
(New Ytn k) . 

Report from Kiclnnontl: New media ilepariment manager at Liller 
Neal liattle ^* Lindsev is T, lack (!.sakv» who switched Ironi Ad\crtis- 
ing Associates, where lie was iiieilia director and aicoimt e\e( . 

[list what is CARTA? \Vc met brielly with John Henderson, the or- 
gani/aiion's jnesidcni the other morning, and lonnd, fnst of alb diat 
ii is the C^ai!ioIi( Apostolatc ol' Radio, ^felevision and Ad\ en ising, "infd 

[Incase tur)i to pagr -!(>) 
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A signing of spring in L.A. 

c:()ic, Kischcr ^- Ro<;(>\\' media diraior J)()r()tliy Siali .ind jigciicy \ .p. joe J)eii- 
ker sign (oiunui for Iloipoim sdudule on k()(;C), San J)ie,i;o. Siandiii.i; l)^ 
aie WiKon Kdwaids (I), slinion inan;i<;er. and Win Hebel. Kat/ \gcn<y. I.,A. 
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"With a prodigious appetite for good things to drink, eat, wear and 
•enjoy, metro Charlotte racks up the highest retail sales per family 
in the Southeast. Slim budget or stout, you can expect and get 
huskier response and cooperation from Charlotte's WSOC-TV. Let us 
Dr your H-R man show you how this great area station of the nation 
IS your right diet for right now in the Carolinas. 



"Diet Rite Cola has 
revolutionized the best cola 
market in the world. North 
Carolina has the highest 
per capita consumption of soft 
drinks in the nation — 
and Charlotte is the key to 
the Carolinas, Big reason 
for instant success here of 
Diet Rite has been our 
continuing schedule on 
WSOC'TV." 

JIM CALDER, Sal«s Mgr. 
Royal Crown Bottling Co. 
• Charlotte, N. C. 



WS C-TV 



CHARLOTTE 9-NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton 
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Continued from page 44 



iliai iis mcnihcrshi]) is iikkIc up ol (]:tili()li( laymen and women active 
in ilie connniinications field, jnlni e\j)laine(l ilial i(.s ])urj)<)se is lo 
Iiel]) ihe mend)ers imj)ro\e dicmselves as individuals and as naftsnien, 
and in (Iiis way to improve the industry as a wliole. We discovered' 
that many of ihe members are ( iinehuyei s, so we will keep otn* eve 
on (1;\R'"I'A doings and keep )oti inlonncd. Wy the way, tliose clit^i- 
l)Ie lo join are usually invited hy a member to do so. but if you are 
elit^ible and would like to join hut don'i know a member, leel free lo 
call Josephine lannello at ClliS 'I'V and she will advise you. 

Why (Ii(hri we i;e( :i rij^ar? DCS.^S buyer S(u E(keri and wile Trini 
lell us that little red-lu-aded daut^hter ol theirs. Lisa [ane, born 27 
February at '^ jxninds 15 ounces, is now doing (uie and topping the 
scales at a hefiy G pounds. 

New l)u\er at Chinng X: Cairns (New ^'ork) is Ellen Kourtides, who 
was with j. Walter Thompson (.N'cw Vork). 



On the ad scene: The ^lOtb 

door of the Ti me Li I e 
liuilding, the liomc of Del 
\\^)od, is where we met an 
undispniedly colorful figure 
in the ad business, Jason of 
Del Wood, (We never did 
ask him what ha])])cnc(l to 
his last name.) In answering 
our (jucry about his back- 
ground, Jason told us he 
comes from Great r>ritain, 
London to be exact, where 
he was educated in the bel- 
ter ])ublic (coni])aral)le to 
our private) schools. He ar- 
rived in New Vork when the 
])onnd went to $2.80 (about 
H)52) , with no idea at all of 
eiuering the ad world. A 
h'iend steered him to Afo- 
tion Pictures for Tele\ision, 
an outfit which was then 

syndicating Cliarlie (^lian and )ohn Wayne films, and he later went 
from there to Del W^xxl. In his preseiu position with the barter 
agencv, Jason is lesponsible loi tlie Sj)oolie Hair (^uler account, and 
comributes his services to sudi accounts as Real Kill (inseciiride) , and 
Manis( hewit/.. In explaining barier. Jason told us that his agency 
deals only with advertisers with sudi low budgets that ii would l)e 
impossible for lliem lo buy on a national scale. Therefore, the agency 
barters jingle I.D.s piepared by its production (oinpany for aii' time, 
w'liidi is then irsed b\ iliese advertisers, lie feels that his agenty makes 
i( possible ioi* these ad\erlisers to use the broadcast media, jason tells 
us that many times after these (()mj)anies have been launched in ad- 
vei itsing and sales pick up, ihey deal directly with a normal ad agenc) 
or the stations. He feels small cc^inpanics can allocate monies for 
advertising in a nnich shorter time by starling through barter. ^ 




Jason: no crashing bore 



I 
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PEOPLE-FUSED . , , personality SWANCO stations, "live 
wires" in their market areas . . . radio that clicks with 
the whole family, and turns on the sales current for 
advertisers. Person-to-person radio that makes a "con- 
nection" between people and products — people who 
listen, like it . . . people who buy it, love it! 



★★★★★★★★★★ 
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COMMERCIAL 
CRITIQUE 



Trends, techniques, new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



BEWARE THE JINGLE-IT AFFECTS YOUR IMAGE 



By AUSTEN CROOM-JOHNSON 

Tlicro arc limes wlicn a ])ani(u- 
lar use music cui hriiij; a rc- 
sj)C(tC(i ( orj)()rai ion dowi! lo the 
i^ciicr;il lc\('i ni loda) 's jingle, 
\vhi( h is usuall\ soiiiewliai below 
■>ea lew]. In other words, iliere are 
limes when ilie ji!i]y;le aj)jjroaeIi 
isn't the best one. 

In m\ lasi ai ii(!e, under "Forgixe 



is l)e\ond iii) (()m])rel!ension, Snre- 
1\ a nH)i'e siiiiable sales aj)])roa(h 
is I lie II eaiinenl accorded the 
Manidac mrers Hano\ er Ti usi (oni- 
iner(ial.s. riie\ j)ui loiih ait aitrae- 
ii\(' and enieri:iiniitg message in 
wbidi (lexer (artooning and good 
eo])\ do lite iri(k. Iti avoiding ilie 
jingle tlie\ maintain their digniiy 
wiihont being stufiy about it. 
There's a little tnoi e latitude 



u* beikoi! the ii.iNelet 

National Airlines has a de\i(e 
leaiuring a series of asc ending nuisi- 
ral j)hrases j)la\ed by a brass dioii, 
which ends with a group singing 
the woi'ds "Kl\- National/' In tiiis 
( ase I don't think the device is 
sulh( icni!y (h'stim live, and the all- 
iinportani iwoword me.ssage of the 
singers huks lecoided jjrcsence, 

Kverv \eai Irish International 




CHCCKI»|& 





Most banks lose their public trust image with poor commercials 

l^nl .M;uiul;u tiircis llanovei I rnst puts lortli ;ui :uiv:uli\c. cnicrliiiuing iiu'^sagc in u ih xcr culoon uitli good it>l>)- Bird- 
lovor eni< rs hank, k-ariis ol inanv M'lvitos. finalb- a^k^ "Ho vo i 'til bird st'cti, too?" (^o|)\ ni;nnt;nns di"intv without stnlhiiess 



<nid Vi n get * I men t i< >ned I )el t a 
Airlines. Now, it isn't tlie airline 
tliat I was (hastising; it is tlie lack 
of self-resjKH t whidi their radio jin- 
iile <on\e\ed to me as one listener. 
Some gal, ar ( ()ni])anied b\ piano 
whidi \amps till leady, delivers a 
pie< e \vhi( h — well, it sounds like 
one of tiiose i lines thai ho])efuIs 
send in to ha\e hrits fitted to for 
])ubIication at their own e\j)eirse, 
A piibli( carrier that sjkmuLs good 
monev on "It's Deliehtful to Flv 
Delta" as its slogan is making sense. 
P>ut when an airline allows the at- 
ladnnent of su( h words to second- 
late musical j)roino(ion, in my con- 
sidered ojjinion, that can onl\ fail 
to inspire (onlidence . . , the one 
thing they must sell. 

The naixete thai leads hanks, 
insnrau( (» companies, in\ esiinent 
lirms and the like — which reh on 
j)ubli( trust — to peimit such diini- 
ninion of their institutional image 



when it comes to an airline, rather 
than a bank, using a iiuisical mes- 
sage. After all, an airline (an take 
vou on a holidaw as well as a biisi- 
ness trij), and music can add a ro- 
mantic toudi. This format can be 
most eflective if it is tailoretl sj)e- 
ciiically to <o|))' (TWA), or used 
as a singing identification (North- 
west Orient), TW'.A has an exain- 
])le (their Starstream connnercial) 
ol an inteiesiing and well thought 
out combination of wokLs and nm- 
si( . rite words arc spoken b\ an 
annoniu er, but are enlKuued bv 
nuisi( which is designed to under- 
line e\ery mo<xl and selling ])oint 
in the co])\. Nobod) sings about 
the Staistieain jet . . . they (hjn't 
ha\e to. 

Ameri( an Airlines also has a 
good series in "American (aties," 
whidi has a captivating background 
of colorful sounds ])ersonal to eadi 
locale . . . with just the right words 



Airlines sj)oiisors the St. Patrick's 
J)a)' ])aiade. Making the most ol 
this fine occasion, they ])resent an 
irresistible iiivitat ion to x'isit Ire- 
land, with beaut ihil pliotogra])h\ 
and hrical coj)y. The (ommercials, 
(Flrasr tmii to page 19) 

AUSTEN CROOM-JOHNSON 




\ listen (iMH)in- Johnson. ( rtatoi 
widi \l;in Kent ol "Pcpsi-Cohi 
nils the Spot." is a widely known 
\vriit'i-{ oiisnlumt spec iaii/iiig in 
ilu- fidil ol niiisi(al adx ei tising„ 
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COMMERCIAL CRITIQUE 

{Coiithnu'd from fyagc IS) 

;ne (le!i\'ertHl h\ a collccii ^^'ilh ;i 
lovely lilt, anil the (inal singing 
phrase niakcs you wanl to call Irish 
international Airlines and start 
parking. 

I ha\en*i hail a i liance to explore 
the others, i)ui while on the subject 
oi airlines, I ^^•onller whv some- 
hocK doesn't monitor the onhestral 
nursii* placed on tape oxer their 
public aildiess systems. 1 remeniher 
on one ilight I was soothed into m\ 
seat to the strains ol "The House 
is Haunted by the i'li ho of N'our 
Last C;oodI)\e**l 

Selling and Compellinj; 

!Aero-Sh3Ve: An auiinatrd trinl^trrs.s 
icith a Mtltrx (onir-on, and a nin- 
.si'al message to nia!<h, 

Brylcreem; orighial charac' 

ters and jingle xvrar xvcll, and 
arc still xoelcomr smghig ''A lit- 
tle dahll do yar 



FALL PROGRAMS 

(Conthined jroin l>agr ."!) 

tisiiis: 

J here are 8() prime time shows, 
as against *M at the heginnuig ol 
fihe lurrcni season. 

1 he trend is toward lomeilv with 
more big nanies heading shows. 

Moie emphasis is plai cd on 
filmed drama tonterned with spei- 
tat ular aspet ts ol medii ine and 
law, inspired I)\ the stunning suc- 
cesses of the past two seasons* T]\e 
^Defrndn s (CUS). lien Casey (AliC). 
ami Kildarr (XUC). 

AUC^s answer to The Defendos 
I is AyycsI and 'r)ial, a l)'»-ininule 
laflair: the hrst hall headlines a de- 
I teetive appreliending a criminal, 
the second hall a lawyer pro.sei lU- 
ing the rulprit. An est and Trial 
is penrilled in the Sunday to 
H) p.m. niche, opposite CM>S' lul 
Snilivan and the new Jiidy (iarland 
variet) show; XlK's (hindl, a mys- 
tery-ionieil) with imogene Cioia. 
and Bonanza. A grim rating raie is 
inevitable with siii h an arrav, e\- 
perts insist. 

As regards lolor tv, XUC's night- 
time sihedule is snbsianiiallv tlie 
same as last season, with some I I 
jMogranis, including a nund)cr of 
leature films, available to (olor 
viewers. AIKl is offering three pro- 
grams in color. CliS says it has no 
(I'Icasr tnrn to page 31) 



WHAfS 




kr clients' siles- that's wbts 
up! And whynotfWve hud 19 
jem' experience^ selling the 

S25M(I tv homes in firginin 's 



M.J tv market !f 



Television Magazine 
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misTno 
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ROAMKE, fA. 



\TZ AtiKNC'V. IMC 



'^TMERE IS NQ SUBSTITUTE FDR INTEGRITY 
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Yon can't cover 
Indianapolis with 
Indianapolis TV ! 

^Tlic Indianapolis Market, wx* mean! 

WTHI-TV in combination with Indianapolis stations offers more additional unduplicated TV homes 
than even the most extensive use of Indianapolis alone. 

More than 25% of consumer sales credited to Indianapolis comes from the area served by 
WTHI-TV, Terre Haute. 

More than 25% of the TV homes in the combined Indianapolis-Terre Haute television area are 
served by WTHI-TV. 

This unique situation revealed here definitely suggests the importance of re-evaluating your basic 
Indiana TV effort . . . The supporting facts and figures (yours for the asking) will show how you gain, 
at no increase in cost . . . 

1. Greatly expanded Indiana reach 

2. Effective and complete coverage of Indiana's two top TV markets 

3. Greatly improved overall cost efficiency 

So, let an Edward Retry man document the foregoing 
with authoritative distribution and TV audience data. 



WTHI-TV 



CIIAXXKL lO 
INDIANA 

*An affiliate of WTHI AM & FM 




WTHI-TV 

delivers more homes 
per average quarter 
hour than any 
Indiana station * 

(IVIarch 1962 ARB) 

*f accept Indianapolis 
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What's happening 
in U.S. Government 
that affects sponsors, 
agencieSi stations 



Tlio House Coiiiiiiorct' lii^'osti<£ati<Mis siilM'oiiiniitt<M' Jiiriii*: tlio ratings lM'ariii<£.s 
rast srrioiis <loiihts on the A. (1. Nielsen iiati<»iial ra<lio and tv "Vsaiiiples** before 
tiiriiiii*: to alle<£e<l monopoly. 

NicUen ex<»riitives were not jiiven an iinnuMliale or a cerlaiii rhanrr t(» alteiiij)! to ( lear 
up (loultls al>r>ut liow linines are selected or ahoul liou eaiffully iiiforniatioii is olttaineJ fioin 
llie audiiiieters. 

Tliere was no douht that the suheoiiunittce had seltvted Xielsen as the No. 1 target, 
llieic was even l(*ss donhl that the sulieoininittee woulchi't rest until Nielsen was thronghh 
harltceued, 

Snheoniniittee proher Robert Kieliardsoii put a iiinnber of items to«:etlier in 
an attempt to make a ease for Nitdsen moin»p(dy. 

One* was a statenwMit hy A, C, \iels(!n. Sr„ to the efTiMi that nobody can come np with an 
audi*Mi<*e nieasuHMnent niaebine without infringinj; Nielsen patents, Anotber was an alleged 
statement by Ni(»lsen, not vet antheritieated, that the eonipanv would dominate the ratings 
field and then raise prices, 

nichards<»n was aiming S|)ecial fire at agreenitMits between Nielsen-Sindlinger and Niel- 
sen'AKI!. both concluded to end litigatitm out of court, Hichardson conttMided that bttth 
were oiu'-sided in favor of Xielsen and hisblv restrictive, S(*iler and Sindlinger W(Me re- 
called as witnesses to back up this line of attack, 

'^riiree disafTeeted former Nielsen field men. onv hIio said lie quit beeaiise of 
inability to eolleet overtime pay and the other two fired, H(M*e us<mI to hack up 
doubts about the national Nielsen sample. 

They agreed with donbts already raised [)y Nielsen, involving choice by field men of 
honu*s not in accord v/itb Xielseu's random sampk* |>lan, Con(*entration in lowdncome homes. 
Faked audinieter films, diaries filled in by field men, 

Nielsen executive vic^e president H(Miry Habmel invited Kichardson to come to Chicago 
with (^xperts. He said they w<»uld find after probing the entire list of homes in the national 
sampb^s that the list is really as r<»|»resenl(*(l. He also asked for permission to file answcMs to 
charges on the record at a later date, ]\c didn't get the first, may not get the second rt»<jnest 
granted, 

Subeoiiiniittee members made it plain they felt the eonipany hadn*t eo(»p- 
erated until its ^*haek was a<;ainst the wall/* to <|u<»te ehairman Oren Harris (I).^ 
Ark.). 

Two uiend)ers said they wonld have to look at what Xielsen might supply bir the recm'd 
before decntling to object to inclusion. 

The subcr)nimittee mend^ers spok** again and again (»f Federal regulation. Attempts along 
this line might or might not be made, But the Federal Trade Commission was definitely being 
|)ushed tr) further action in the field, and }>articularly against Xit*lsen. This was ])articnlarh 
true with respect to the alleged monopoly or restraint of trade allegations, 

'File House C^nniiieree Conimunieations siiheoniiiiittee approved suspending: 
See. 315 politieal equal time requirements, hut only for 1964 and only for eandi- 
dates for president and viee president. 

Ilie group refused tiot only to consider wi]>ing out Sec, .^l.i but even offers to compro- 
mise on suspension to include more political offices. Passage of the very liniiteMl Tri-only bill 
seems assured. 



MARKET RANKINGS 

{(Uifitinnrd front /xiiir 21)) 

;i( j;i\cii time (li:in :irc \\',it(h- 
iiij; ( ago or Los Angeles sta- 
tions. 

'*'riu' (liilidiltx with st^ts in use is 
that it is total 1\ inisiist e|>til)le of 
j;eogia|)hi( definition. \Vc (annot 
assiirn a coinitx to one area or an- 
other, e\ en on a dnplieated basis 
using this ( literion," sa\ s Rash- 
l>aiini. 

This has l)een a jn'ohleni Tor the 
networks. Ironi time to time. Tmii 
t(»day, ahuost e\er\one aeeej)ts the 
hi(t that dnj)Iieatioii is iiievital)le 
as error on the side ol lairness. 

AlUTs Paid Sonken, lor examj)Ie, 
tierives his lists Irom lOGO ARli 
<o\erage. niuhited by 11)02 eoinily 
Namjiling. This works on the j)Ostii- 
hne of "all homes able to re(ei\'c 
a given station." Within the metro 
area, this means that virtnallv all 
homes will i)e credited, in turn, to 
ea(h station, and the nmnber ol 
Iiomes will thin ont as sanij)ling 
gets hirlher awa\ from the trans- 
mitter site. 

1 here's no arbitrary rntolF in this 
s\stem, which means that ABC fig- 
ures may tend to be more (onscrva- 
live than lists in which a whole 
(onnty is credited lo a station if a 
percentage of homes views the sta- 
tion ont e-weekl\*. 

"U\ making up a market rank- 
ing," explains Sonken, '*ii's not fair 
to penali/e the stations by trying to 
eliminate duplication. In f/ut, it's 
iu)i even |)ossii)le. For cxam|)le, 
there's New Jersey overlap between 
stations in Xew ^'ork and Philadel- 
phia, but yon can't assign those 
Iiomes to cither market alone, be- 
( ause their \ iewing is (onstaiuly 
( hanging." 

(When AliC, like other net- 
works, gets down to the case of a 
panidilav station in a particidar 
market, it does try to refine the fig- 
ures to reduce (bij)Iicat ion.) 

Agency tactics. Although there 
are only three im|)ortaiu methods 
of ranking, major agencies ha\e 
developed man\ \ariaiions on 
thes(\ 

'l ed Piates uses a j>rimary rank- 
ing based on the total of average 
(luarter-hour homes reached for all 
stations in the market as rejjorted 
b\ ARli. The data is updated 
yearly. .Nfetro area ])opulation 
sometimes bin infrecpiently is a fac- 



tor. The a( t ual lists l(»i l>u \ ing 
purposes are based on the needs 
lor indi\idual accounts. 

Says ja(kie DaCIosta, marketing 
ex|)ert at Bates, "All s\steiiis have 
their own (piirks and deficiencies. 
The (]uaiter-hom method has the 
least — biu our l*)(».S lists mav vet be 
(onsiderablv refined. We're ton- 
(erned for example with what haj)- 
pens in single station or two station 
markets. Is the bigger nudiente in 
a three station market pinvb the 
residt of the third lacilitv? Does 
this undermiiu' the two station 
mai ket?" 

r»r>l)() is an aggressi\ el\ *'no 
list" iigeiu y. Asso( iate media di- 
redor Kd Paj)a/ian states vehe- 
menih he has gi\en up rankings as 
siuh. Kadi a((()unl is (onsidered 

■'-'*''"< i-i 

HAS THE HARRIS SUB- 
COMMITTEE SHAKEN 

AGENCY FAITH IN THE 
RATINGS SERVICES? 

A survey of more thati 200 
agencies probes the effect oti 
admeti of the five-week con- 
gressional hearings oti broad- 
cast score-keepers. 

N^XT WEEK rA SPONSOR 



individually. In assaying market 
potential within this framework 
liliDO uses net weeklv circulation 
of the market's leading station 
based on a sj)e( ial tabulat ion by 
ARB. 

J. W^alter 'riionipson uses a rank- 
ing esseiit iaily based on total tv 
homes ill (ounties credited to "the 
leading (o\erage station," using a 
(utolf point of 50''(, or better iiiglit- 
time weekly penetration. Ilowexer, 
a ((umt\ cannot be credited to a 
market if it has alreadv been (red- 
ited to a market higher on the list. 

\Wy ( autioiis its buyers that 
"the method bv wliidi the list is 
(onstructed ine\ital)ly places in a 
disj)roportionaleIy low j)osition se\'- 
eral markets with stations whose 
gross (()\('rage is liigli but in areas 



ahead) readied by other markets 
higher on the list. 

** riie bu\er ma) wish to evalu- 
ate these markets, l)ased solelv on 
the relativeh large numbers ol 
homes they are able to deliver." 
Rankings now in use are based on 
NieIs(Mi data. For jW'T also, rank- 
ing is onh a point of departure to 
be used as a guide in meeting spe- 
cific bin ing problems on eadi ac- 
count. 

"()nl\ the dient," points out 
JWr's Irene Dunne, "has real 
knowledge of the sales data which 
idtimatel) determine mark(*t selec- 
tion." 

Ik'uton liowles uses a primary 
ranking based on the (overage j)0- 
tential ol eadi market as deter- 
mined 1))' ARli studies. (The ex- 
act formula is confidential.) Afet- 
ropolitan area retail sales are 
sonietiincs considered but onh" rare- 
ly. 'riiere*s no rigid list; eadi ac- 
(omit's goals are examined separ- 
atel), with geograj)liic, marketing, 
and other factors weighing heavily. 

(^)mpton marketer l,ois ^'ake 
guides her rankings on the indi- 
vidual needs of eadi brand. F'or 
national distributors buying a lot 
of sj)ot, co\*erage areas are most ini- 
j)ortant. Oonipton extracts its own 
rankings lor these, based on ARli. 
Metro area j)oj)uIaiion is consid- 
ered when the j)roduct is interested 
ill inban penetration. .Nfiss ^^lkc 
sa\s her aeeiu v makes its own "niai"- 
ket areas" wliidi are a (omposite of 
station (o\*erage. "Any updated 
(o\evage inforiuation from a rej)u- 
table firm is lielj)fnl,'* she suggests. 

.\f( (lann-Krickson uses a j)riiiiary 
ranking based on w homes in cov- 
erage areas of stations ser\'ing the 
market, as defined by ARIi. Again, 
M( C^ann has its own fornndas 
\\*hi(li are not released to reps and 
stations. Afarkeiing and distribu- 
tion re<juirenients j)lay the j)ara- 
iiiomu roles in the e\'entual selec- 
tion of markets for gi\'en products. 

Af((lann has done a gootl deal 
of woi k in de\eloping conij)atible 
information for modern da\ (om- 
pmers. It has been able for ex- 
ample to examine all tiie affiliates 
of a network and define the homes 
whidi are dominant to each affili- 
ate: in ellect an unduj)Iicated lisj- 
ing wliidi may \'ary greatly from a 
network's own daini. (!omputer 
programing has also enabled Afc- 
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Cl.imi io pinpoint the adx erti.Niiig 
weiglit in aTiaiii ureas. 

*'\Ve iind Diiirl^ets where we're 
;;etiing s|)ill-()\er Iroin stations in 
{otiicr markets" says Bol) (locn. **/\ 
lUiall supplementary l)n\ in tliese 
.markets will often p;ive us more ad- 
vert Isint^ weight tliun we<<)nl(l (ou- 
tlive by hnving another, separate 
:niarket. We ean buy perhaps 
of these spill-oxer markets (or the 
price ol one medium-si/ed new 
market." 

CocMi sa\s that new (overage 
^^u(lie^ are the best value lor sta- 
tion's r(\sear(h monev. Figures on 
retail sales and other economic 
idata are probably best lelt to mar- 
ket ing spec ial ists. 

\'oniig Riibi(am has two pri- 
mary rankings. First is based on av- 
lerage (|uarier-hoin' homes reached 
lor the market's leading station. 
Data isre\ ised twice yearl\. The sec - 
ioiul ranking is based on an inter- 
pretation ol ARli coverage studies, 
under a confidential (ormula. Sales 
and marketing goals are vital con- 
sideration, with market rankings 
Jilevelopecl b\ media researc h sub- 
ject to "llexible" interpretation. 



Yardsticks vary, \ltei lulkiug 

with major agencies m'onsok's find- 
ing aie that as many rankings 
"tools" exist as do c lien is and 
brands. This is confirmed bv 
Ralph Sorensen, co-c Iiairman of 
the Americ an A[arket ing Assoc ia- 
t ion's media committee in New 
^'c)lk. Sorensen leports that this 
situation is accepted as complete 
normal: t here has ra reh i I e\*er 
been discussion bv A.\[A members 
on the relaiixe merits ol rankings, 
bee ause research specialists are 
aware that lu) arbitrary list is work- 
able, and that dillerent measure- 
mem s are hugely incompat il)le. 
Sinnlar lindings are reported by 
leading rep firms who i hcMiiseh es 
ha\e cpiesiionecl agenc ies on rank- 
ing methods. Kenneth iNiills, associ- 
ate research director ol The Kat/ 
Agency, conducted Iiis own exhaus- 
ti\e investigation last year. He 
(ouud tliat metro area popidatious 
were ol decreasing importance in 
the ranking of t\' markets. In no 
agenc) did the metro area pl:i\ a 
major role. 

*'Some measure ol co\erage c»r 
reac h is the principal yarclst h k/' 



sa)s Mills. '*\\'it]i more sophisti 
cated methods axailable to gnage 
Stat ion cox crage and circulat ion, 
agencies are reh ing less and less 
on the urban core as the goxern- 
iug factor in assessing a market's 
value." 

"At least among the larger agen- 
cies published data play no pan in 
market ranking. Fach agenc )'s me- 
dia researcli departnieiu cle\ elops 
its own fornuda or lornudae which 
are then used to draw up the actual 
lists." 

Mills' conclusion is that market- 
ing realities lor incli\iclual a<- 
counis, not market rankings, are 
I he prime consiclerai ion. W^it hin 
the same agenc\ dillerent measure- 
ments are ap])lied to meet the 
needs ol dillerent accouius. 

^'Although cc)\erage is the prin- 
cipal determinant of market rank- 
ing," says Mills, "there are in- 
stances where market ing real it ies 
dictate the inclusion of the market 
because ol the si/e ol the urban 
core, in spite of the limited cover- 
age otitsicle that core. Converselv 
a market might be bypassed in 
spite ol substaiuial coverage be- 
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Thomas W. Moore hiked 
to ABC TV presidency 



*"! honias W. Moore, with A\Ml 
'W siiKf 1037 and \ .|). in (hinge 
oi ihe neiwoik siiue 20 March. 
1 9(12, ha^ i)cen e!e\ nied to i he 
presidciu y. C.onnneniiiig on the 
nio\e, Leonai (I 1 1. Cioldciison. 
head oi the j);neni .\ineri( an 
r>rond( asiinj^- Paranionni 'I hen- 
nires, noted; 

*\Nh)ore's ha(kuroinid in e\ erv 
area — programing;, sales, and as 
head of A IKJ '\ \\ is one of 
pi oven leadership and ( realiv- 
ii}. Wis new* position is .i lichK (h*ser\('d ])ronioti()n." 

.Nh)ore was appointed A\Ml VV \\ic president in (harge ol sah^ 
in 1937, and \ ire president of tlie network in ( harge of program- 
ing in 1938. 

Mooie emered t\ in 1932 as an account exe( on the West Cloast 
with CWS T\' Fihn Sales, and moved to Xew York in 193<> as its 
general sales manager. Ah)ore was appointed AlK^ VV vite pres- 
ident in (harge of sales in 1957, and vice president of the network 
in charge of programing in 1938, 



cause that (overage was considered 
loo widespread and hence too dif- 
fu nit to merchandise, 

'There are, therefore, few set pal- 
terns, e\en within a single agency. 
Aiarkei lists aie drawn np as 
guides, not absolutes." 

Demographic data. In spo.vsor's 

in(piiry a further complication ap- 
peared in the desire of many agen- 
cies for more demographic infor- 
mation. Fotal numhers of peo- 
j>le are heconung less important to 
many national accounts; the buy- 




Educational background 



Jason Kvers will he starred in **Chan- 
ning," a new AB(^ 'i'V \Ve(hics<lay night 
scries ahoin life on a college campus 



ing is more and more on the basis 
of kinds of people reached rather 
than total audience. At the same 
lime the development of comput- 
ers is making easier the use of such 
information once it has been col- 
lectecl. It's no coincidence that the 
national sales division of RKC) 
(ieneral recently in\'esled i suh- 
staniial amount of monev in re- 
search which can be programed to 
machines. RKO has jnsi released 
a series of ranking tables in which 
every l^. S. tv market is ranked on 




Courtroom goings-on 



Ben Ga//ara will he one of the stars 
in ilic new 'V\rrc*st and riial" stories 
lo he |)resentc(! Sundays i»\'cr AlU; T\' 



the a\ailal)ilii) ol seven iniportani 
consumer groupings. Tiie tables 
show the average cpiarier-hour 
a\ ailai)ilii\ ol: homes, men, wom- 
en, V)ung men, )oung women, 
teens and (hilclren dining three 
major time c lassific ations. 

Donald Quinn, director of na- 
litnial snles, sa\s "W'e aie aware of 
the increasing desire of compnter- 
orientc»cl agencies lor more media 
data of reliable nature. Our rank- 
ings are designtnl to meei the agen- 
cy half wa\ in l)ridging this gap 
betwt*en the desire for information 
and the technical and budget limi- 
tations of broadcast research." Ap- 
plication of the tables, according to 
research direcior Frank r>oehni, 
"will pennit the selection of tv 
markcus based upcm the actual 
mnnber of customers available 
rather than on general circulation 
data. Fcn^ example, an advertiser 
seeking to reac h young men and 
women and onlv able to afford 
fringe lime can select those mar- 
kets which have the largest num- 
ber of this group available during 
fringe time and which nn'ght there- 
fore be most responsive to his ad- 
vertising.'* 

The free wheeling clays when a 
brash new client, such as Lesioil, 
could revamp its distribution ac- 
cording to l\ coverage areas, are 
gone lor good. This Is a remark- 
able c hange in a comparatively 
short time. LestoiTs advertising di- 
rector, Owen Carroll, says "we re- 
ly today more on the trade factors, 
and we assume that adequate me- 
dia co\erage can be contrived sub- 
secpiently. The basic considera- 
tions for us today are geographic: 
areas, trade How of merchandise, 
sales outlet coverage; the ])urely 
media considerations are second- 
arv." ^ 



FALL PROGRAMS 

(Continued from page 1*)) 

color plans for the fall. 

Why is the T).S-'() 1 season regard- 
ed with such high optimism? 

Firsi, there is an abundance of 
new ])r()grams. 

Secondly, these ])rograms are tak- 
ing different progiam forms. 

Thirdly, there's the entrance or 
retmn of such major personalitiL** 
as Danny Kaye, George C. Scott, 
Judy Garland, Jerry Lewis, Phii 
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^ihcrs, ami sevcinl oilicis. 

'*X() iiuliviilual wlio knows his 
x:iv about the hroa (least woiiil 
A'ouliI say this is the year ol west- 
•ins, private e\*es. shows. Fai' 

iVoin it." Dann maintained theic 
A'ill be more halameil progianiin"; 
hail ever; in fart, "more exciting 
)rogranis than cvei." says Daiin ol 

\ Crucial for ABC. Agemy exeis 
report they think AI>(1 will he in 
its most iiiicial hour, so to speak. 
4ie\t season, heraiise it is showing 
the largest array ol* new attractions 
in prime time. 

Said one: "When \\\C ikc'nlcd 
not to do with movies, they made a 
great gamble. Laiiiuhing surh a 
number of new shows calls for con- 
siderable con rage. They deserve 
ircilit for embarking on such an 
midcrtaking." Among the AliC lA^ 
|"worthwhilc" and ''potential hits" 
'.\fadison Avenue viewers have seen 
'in pilot form are Arrrst and Trio}, 
^Thr Trax'cis and Jniinir MrPlu^r- 
tns, and Tlir Grcalesl S h oxv on 

\ Rcgai'ded by agency men with 
lonsidcrable esteem are the follow- 
ing tv programs on CliS: Tin* Cwrcal 
Adi'cntui'r, hour-long series of dra- 
mas of American history, presented 
* jointly by CHS and the Xational 
IKducatioii Assn.. produced by }(^hn 
MIoiiseman; the new l^anuy Kayr 
Show from 10 to II p.m. W^edncs- 
day: and Judy (iarland in choice 
Sundav time. 

J SViC is banking heavily on the 
jlioh Hope package, one of the big- 
jgcst deals in tv history, calling for 
one year of tv appearance on Fri- 
.days. 8:30 to <J:30 p.m. All tohl. 
jthere are some -18 productions in 
which the comedian appears. Five 
sec him in his typical variety pres- 
entaticms, and a sixth shows him in 
his regular Christmas presentation 
(this year upped to 00 minutes) : 
two find him in full-hour dramatic 
productions. 

Standouts at NBC. 1 hough CBS 

is being described as the top dog in 
the rating picture for the upcoming 
season, there is little pessimism to 
be found in the corridors of XliC. 
*AVe think we have a gioup of en- 
tries that arc very strong and we'll 
do well." says Giraud Chester, vice 
president, program administration. 
"We are going for quality." he 
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sa)s, noting X liCi has si)ine real 
**sleepers." suih **hit potentials" as: 
(nindl, a hall-hour allair in which 
Imogene Coca portrays a mild- 
mainiered itinerant doniesl ic who 
nnds a new job each week; The 
!.irntf'fnntt , s( hediiled tor S'aturdav. 
7:.St) to 8:30 p.m. opposite Jackie 
(ileason (CliS) ; iMr, Xoiuth, a 00- 
miniue drama series about a teach- 
er in a big metropolitan higb 
sihool; HanYs (lh/.\, a half-hour 
(oniedy series centering around an 
Amei it an \ audevillc act tom ing 
Knropc: and the new GO-ininnie se- 
ries of Ol igin:d ihamas with pla)- 
wrigbt Cliilord Odets as author and 
editor, and Richard l»oone as host 
and performei , 

1 he liix^ne series is a .Nfark 
(fOodsoM-rnll Todnian prinUiction 
in asso( iation with NliC^.and filmed 
in floll)wood. lioth (Chester and 
his boss. Mort W^erner. viie presi- 
dent, programs, are extraordinarily 
bidlish about this series, (ailing it 
one of the most stirring to appear 
in many years. **As dramatii enter- 
lainmem it should he one of next 
season's standouts." WYm ner de- 
clares. "In the essential elements 
ol aiting. writing, and production, 
it will oifer as meaty and meaning- 
ful drama as television has ever 
presented and it gives support to 
the view that the mediiim's best 
drama vears lie ahead." 

ABC TV's giant strides. M:\n\ 

Afadison A\enue program buyers 
think Al»(^ V is displaying great 
courage by not staying with the 
"tried and true" and feature film 
presentation, but going with a large 
flo(k of untested items. Observers 
say that the "Fom ^foore and Julius 
Harnathan operation will pay ofT. 

Savs Moore of the T)3-'()i season: 
"In the season ahead. I fninly be- 
lieve we are going to make our big- 
gest advance. Our new product is 
fresh and far removed from carbon 
copy programing. It represents the 
boldest, most daring challenge for 
leadership ever made," 

Actually, a vitamin-packed three- 
network economy is essential to ad- 
vertisers if the T)I-'G5 season is not 
to become a seller's field day. Con- 
seipiently, a number of agency pro- 
gram buyers, including some of the 
biggest on Madison Avenue, are 
rooting for AUC. In any event, it'll 
be an exciting fall. ^ 



The local store 
knows the score 

These prominent Washington 
advertisers have been with us 

1 2 YEARS OR MORE 

CN[RNER MOTORS 

16 YEARS 

ARCADE PONTIAC DEALERS 

15 YEARS 

PEOPLES DRUG STORES 

12 YEARS 

WWDG 



WASHINGTON. D.C. 

represented nationally by John Blair Co. 





new decar, 
new appointments, 
new meeting and 
conference space . , . 
800 modern rooms ond 
suites completely 
refurbished . . . 
oir-conditioning 
ond TV . . . 
convenient muntcipol 
porking odjocent . . . 
close to oil downtown 
business oppotntments . . 
o choice hotel tn on 
excellent locotton 
c/ose hy 

"adverf'ts'tng row'* 

ALLERTON 



701 North Mich igan Avenue 
at Huron 

Howi of the TIP TOP TAP 
Visit the LAZY LION 
Telephone SU 7-4200 
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This is a tv ad . . . Color it green 



"('oloi t\ , :ilt]i(>u^]i expensive, is 
os|H'< iall\ iiscliil (lor ;ul\ ci lisci s) 
lor it DlFers huili-in \;iliics/' niroiil- 
ing lo Morgiin J. (j*;niuT, picsiik'ni 
;nul iliii'f c\cruM\c olliicr ol P. 
I^oiillanl do., ilisiiissing his roni- 
pain's a(l\c'riising siralcg) at llu* 
aiiiuial sliai eholilcrs meeting. 

I Iv iiolcil that sur\'c\s show a 
(oloi loiiiincirial 'is ai li*asi iwiic 
as I'lloitiw as a message in hiack K: 
white, and our technic ians are al)Ie 
(o extract h'oni a lolor lihn nega- 
I i \' e a I ) h u* k white* pos i t i \*e o I 
exicllent i|uality. Thus, all of our 
Kent anil Newport eoinniercials are 
lurronth heing shot in (olov.*' 

drainer saiil Lorillaril is also rid- 
ing the rresi ol two other major 
nio\es in i\ — the emerging ilenianil 
lor and doniinanie of programs lea- 
t nring hig-name perfoiniers, anil 
the surging popularity ol sports 
telecasts. 

In the l)ig-nanie i ategorx , the 
programs ran 1)C \ arieiy shows, dra- 
matic performani es, or situation 
(omedies, he said, hut all are regu- 
larly s( heduled and all are l)uih 
around the personality and talents 
of one star. In this iustanie i.oril- 



lard aihertises its ligaretie hiands 
on the shows ol |a(k Paar, Kd Sul- 
li\'an. Dick \'au Dvke, an<l |oev 
Ikishop. 

(drainer pointed out that surwys 
show that when sponsored stars ile- 
li\'er the (ommercial messages in 
person, "the \iewer*s retention ol 
that message is iudeased hy 50*',*,." 

Adding that sports programing is 
no longer a man's worlil, with audi- 
ences of hoih men and women l)ig- 
gcr than e\'cr, he said Lorillard is 
presently phu ing greater emphasis 
than e\er in this (ategory. 

"We ha\e alrcadv l)ooked the 

4 

prc-Olympic trials this fall, the 
Winter Olympics from Austria, as 
well as ;i full uieasuie of golf, hase- 
halh foothall. bowling and general 
sports progiams on the three na- 
tional t\ networks." 

Stressing that "wc go where our 
audienc es are." (a amer .said: 'In 
radio, for instance, we intensify our 
eiforts all o\ei' the dial dming the 
sunnner simply because moie ol 
our rusiomeis, both current :uul po- 
tential, are outdoors and on the 
nio\'e. and sure to be listening in. 




'Miss Beaux Arts 1963* lights up airwaves 

Dee Simmons, Miss Beaux Arts 1963, receives 14-karat gold tv set charm from Alan B. Cowley, 
ad manager, Artra Cosmetics, for being one of first Negro models to do video commercials. She 
is featured on "TV Gospel Time," sponsored by Schaefer beer via N. W. Ayer in 25 markets 



whether at the beaih. on a picnic, 
or out lor a <hive." 

Sunnning up, he note<l: "In l%2, 
our ad ver t isi ng expenditures 
icache<l record levels and, natural- 
ly, we readied mote homes and 
more people than ever before. Ihu 
the significant lait here is that the 
si/e of our audienie outstripped the 
si/e of our expenditures and — doh 
lar for dollar — we got more for our 
mone\. . . . \\\ the onK yardstick 
that really matters — sales — our ad- 
vert isi ng is elfedive," 

Head of 'top 50' agency 
finds video 'a bore' 

The chairman of one ol the top 
r>() advertising agencies, which last 
year placed some .S8.2 million in tv 
billings, finds the medium *'a l)ore." 
Kdwatd H. Weiss, of Kclwarcl W, 
Weiss Co., Chicago, savsr **1 \ 
has been muc h criiici/ed because \i 
is bad— but it is not so much bud 
as it is :i bore." 

' .And it is a bore piec isely be- 
cause everyone is breaking his necL 
trying to anticipate public tastes, 
inn'iaiing Inst year's successes, and 
trying to find some 'sc ientific' form- 
ula that will please everybody 
everywhere — and that succeeds in 
pleasing nobody for very long." 

'*(^onsicler the advertiser and his 
agency's pathetic reliance on iv 
polls. ' said Weiss. "We consider 
ourselves harcMieadecl realistic pei- 
sons. but is it not the height of 
Utopian folly, of romanticism, of 
wishful thinking, to belie\'e that 
these fractioniil polls can properl) 
inform us about the inlluence and 
impac I of our programing and our 
pi'ocUn t?** 

Weiss added that "managemeUE 
— and this includes acbcriising 
agencies tncne often than not — i^ 
often run l)y group action in which 
there is too much effort expenclal 
a\oicling individual blame for anv- 
ihing that might go wrong. ' 

\W'iss made his remarks at the 
olst annual Sales and Distribution 
Seminar of the National Preiniuni 
.Sales K.Necuiives, Inc.. at Chicago. 
Of his agency's total billings in 
I broadcasting accoimted for 
51^'; (.SIO milli<m), witli ;dl but 
SI. 8 million coming from t\'. 



56 



SPONSOR/ 1 5 Ai>RU, 1963 



I 



Dodge tunes in to radio 

Dodge, lUiDO, is expanding 
national media (overage in its sec- 
ond t|naner to inelude network and 
lota! s])Ot radio and Sinida} siip- 
])lenienis, in addition lotoniinning 
its record firsi-cinarler iv mix ol 
network spots and Fringe minutes in 
leading sales maikets this month. 

7"he l)iiild-np involves Ihghls of 
spot radio in 03 maikels lor Ma\. 
together with weekend network 
spots adjateiit to news and s])oris. 

Using the hiniiliar "'iVccentiiaie 
ihe Positive*' jingle to liighligiu the 
Dodge depeiulai>ility theme, new 
one-minnte radio and t\ conmier- 
(ials will stress cinient sales suc- 
less. Dodge car sales sin(e introdiu- 
t'on of the I0()3 models ha\e in- 
creased n-Pt, o\er the same period 
last \ear. the tompan} reports. 

Revlon re-leaves NC&K 

A **l)asic difference of opinion" 
)>ronipted Revlon, Inc. to ])ull some 
S5 million in billings out of Nor- 
man, Craig R: Kummel for the sec- 
ond time in less than a decade. 
Products involved include Living 
Curl, K\e Make-Fp, 1 ouch R: 
Cdow, I/ipslick, Nail Lnamel, and 
Satin Set. 

i\CR:K had been a Revlon agen- 
cv lor eight years pi ior to \95G and 
lejoined die cosmetic firm's agency 
stable in late 1901. Other Revlon 
agenc ies are Warwick Rr Legler and 
Grev. 

Seveial agencies are bidding lor 
the account. 

1,000 agencies on tap 
for ATU spot news aid 

.VVV I*rocluc tions, producer of 
*'s\ ndi vicinal" filmed commercials 
For t\, is ]>ro\ icling some 1,()()() ad- 
vertising agencies in the V. S. with 
a new monthly Spot News lUilletin, 
which contains tidbits, articles, 
witticisms, criticisms, and com- 
ments concerning the i\ and agen- 
cy field from to|) industry execu- 
tives ihronghout the country. Kdi- 
tor is Allioi .\rluck of A'I'U s hcacl- 
<|uarters in New ^'ork. 

A rU, meanwhile, has c losed 
deals with banks in two additional 
areas for its Friendh Banker series 
of commerc ials. They are The State 
bank of Jacksonville, through New- 
nian-Lynde Associates, and the Sav- 



ings liank of Ttica (N. ^'.) , \ ia 
Karc|uhar R: Go. 

just added to the A PT slalf as 
a producer of t\' connnercials and 
feaune films is (Miarles Adams, 
who produced Shaw's "'Pbe Apple- 
cart" starring Maurice Evans, and 
has served as a director for sutli 
t\ shows as llohrrt Monh^oinrry 
Prcsritls, Inside l)('lr( liv(\ and TJir 
World of Art. He has also l)c*c*n 
with Ruth ran II X: Rvan as an ac - 
cc)inu exec for Auto-Lite and I)e- 
Soio c ars. 

AAW Europe trek 

"How to Sell in World Markets" 
is the theme of this \ear's Interna- 
tional Advertising Assn. World 
Congress in SU)c khohn in May, 
whicli members of the Advertising 
Ass'n of the West will attend while 
on a European tour. 

Highlights of the trek include a 
tour behind the Iron Ciniain into 
East l>erlin. a reception b\ oflicials 
of the Connuon Eino])ean Market 
headcpiartets in l>i ussels and a spe- 
cial briefing at N.VTO heachpiar- 
ters in Paris. 

'Phe tra\elers will be welcomed 
to Eiu'ope ai a London reception 
attended bv members of the I>ritish 
Ach'crtising .\ssn. 'I he tour is a\ail- 
able to AAW members as a pack- 
age for .SH^)'), including air tians- 
portation \ ia SAS. Arrangements 
are being handled thru Peter W. 
Sko\ Travel, Los .\ngeles. 

Philip Morris expands 

Phe accpiisition of Clark liroth- 
ers Chewing Cum. Pittsburgh, leads 
a list of upbeat developmeius re- 
vealed to stockholders of Philij) 
Morris by ])resiclent Joseph P. Cull- 
man HI in Richmond last week. 
'Phis latest mc)\e marks nc*w terri- 
torv for the tobacco firm, whic h 
has lateU been extending itsell in 
the sha\ing products area. 

(Pullman predicted "modest in- 
c reases" in both sales and earnings 
in the first cpiarter of HHi.^ c)\ er 
last yeafs cMrnings of S1,SS0,()0() 
and first cpiartcM* sales ol SI28,r)20.- 
000. "Phere is an indicated industry 
gain in imii sales of 2^(, or better 
lor the January-March j)eric)d, 
based on state tax figures. Produc- 
t ion of c igareltes reac heel a new 
record le\el in HK>2, according to 
the Department ol .\gric ulture. and 



1963 

edition off 
tlie press! 



SPONSOR'S 

5-CITY TV RADIO 

DIRECTORY 



1963 Edftion 




1^ 



. . just about every 
'phone number you need 
in these five big cities 
is in SPONSOR'S 
5-CITY TV / RADIO 
DIRECTORY. 

Networks, groups, reps, agencies, 
advertisers. Film, tape, music and 
news services. Research and promo- 
tion. Trade associations (and even 
trade publications). 

All in the convenient pocket-size, 
for only $.50 per copy; 10 copies, $.35 
each; 50 copies, $.25 each. 
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Salada bags Carson for spots of iced tea 

Johnny Carson tests new Salada Iced Tea Mix with Salada advertising manager Jack Cotpitts in 
preparation for a campaign to run on his NBC "Tonight" show starting 27 May. With the promo 
also slated for Arthur Godfrey's daytime program on CBS Radio, plus 240 newspapers, Colpitts 
predicts more than 90 million Americans will see, hear, or read about it. Tea mix is in a foil 
pouch with lemon and sugar for a pitcherfull. Campaign will run for five months, Colpitt says 



is c\j)C(tccI to \mk up :il)oui 2% 
in 1 1*63. 

niscussing new Philip Morris 
pnuhuts, (liiUnmn predicted na- 
lion.il distribution shortly for Pax- 
ion. king si/e menthol fdter ciga- 
rette introduced earh this vear in 
Fresno and Tulsa, and Saratoga, 
whidi bowed in Hartford and Sac- 
ramento. Hoih brands are p;ick- 
aged in a Mumiflex plastic package. 

Activity on the non-smoking side 
of PM's operation: American Safely 
Razor, acquired in February I9()3, 
inirodu( ed its Personna stainless 
steel doul)lc edge ijbules in New 
^'ork and New Fngland and its Pal 
stainless steel injector blades in 
Sontbern (California. PM also ac- 
(juired Uunna-X'ita Co. in this first 
(piarter. 

Open House on Mad. Ave. 

Seventy-five of the country's top 
advertising and marketing college 
seniors arrived in New York yester- 
da\ (or the 13ih annual "Inside 
Advertising Week," sponsored by 
Mie Advertising Club o£ New York 
and the Assn. of Advertising Men 



and Women. Students are given 
the opportunity to meet some of 
the ad world's leading personalities 
antl to tour the facilities of many 
of the top advertisers and agencies. 

About 25 organizations are sup- 
porting the event and some 10 
teachers will accompany the stu- 
dents at a series of conferences, 
tours, luncheons, and receptions. 

Grass Roots 

Whirpool Corp. will spend some 
S 10 nn'llion for advertising ;nid 
sales promotion activities in 1%-^. 
with about h:df going into (onunis- 
sionable media via agencies KR:F, 
(Mii( ago, and Xetedu Advertising. 
St. Joseph. -Midi. 

This represents an increase of 
nearly .HO'^^, in conimissionable ad- 
vertising, with network tv and loc;d 
newspapers the major gainers. P>ulk 
of the tv appropriation is s( heduled 
for Walt I)isiicy\s Wottdrrful World 
of Color (NHC 'I'V) but Whirpool 
also bought into the Dick Poivrll 
Shoti\ 

Agency appointments: C^raig Red- 
den Produc tions, lo Ball Associates 



. . The (^:n pel Manuiac luring Co.. 
i-Ul.. to l>enton i<: l>owles, Ltd. . . 
11. K. lluiton to McClann-Marschalk 
for major part ol its advertising :nu] 
public rclalious . . . WNune-C^ou]- 
pass Fair, builder o( I heat re-rest au - 
ran t -pa vi II ion to be oper.ited at the 
New York World's Fair, to HHOO. 
I he *J.i(H)-seat theatre will prescm 
a nuisi(al based on 100 years 
American nuisical coinedv with 
(leorge S( hacfer, pioducer-direc tot 
of Hallmark Flail of Fame, :is pio- 
( I ucer-di rector . . . Freeman Indus- 
tries and Lce-Clolbert to Uriick 
Lurie . . . Phnnroscr. Inc.. importers 
and distributors ol Danish nieais 
and cheeses, to (aestwood Adver- 
tising antl Pid)lic Relations . . , 
llonda advertising in the l.^nitL^I 
Kinjidom to Kenvon K:. Eckhardt, 
Ltd. . . . nine (h'oss and P>lue Shield 
hospital and medical care plans I'ji 
the Rochester area to The Riuurill 

Strategy iu)te: Adoption of tht! 
sports posture in tv advertising, ac- 
cording to Cioodyear Tire 8c Ku\y- 
ber ad director lohn P. Kellev, »^ 
related to three important facLs: 
men huv tires: thev are 85 '^J, of the 
tire market's purchasers: they arc 
the same percentage of tv sports 
viewers, (.oodyear, via \kR. just 
added the C:ollege All-Star football 
game in August to its sports look 
and has three important golf totnih 
anient telecasts on its (o-sponsor- 
ship s( hedule — the Tournament of 
C;hanipions, 5 May: IJ. S. Open. 22: 
June: and the I*.C;.A. Champion- 
ship, 20-21 July. 

Pabst*s profit picture: Sales in bar- 
rels (or the first (piarter of lOG'-t 
are running 2()^^o ahead of ilie saiiio 
1002 (juarter and Jamiarv and Fcb- 
rtiary should sliov\' increased profits. 
President James C. Windham pre- 
dicts thai rising demand for Pabst 
may result in shortages this sum- 
mer at the wholesale level in some 
markets. On the subject of ''expen- 
sive" packaging innovations sweep- 
ing the brewery field, Windham 
said that Pabst management is tak- 
ing a * 'conservative view . . . cf)n- 
limiing to \v:iich ihc sitiiiiiion care- 
fullv."' 
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New (juiiners: Milburn McC^arthy 
,.Vssocjatcs in<)\'C(I lo the new Pan 
i.\ni Uuilding. 200 Park Ave., New 
Vork 17. last week. Phone nuniher 
is yiV 1-1111. 

Looking forward to: riieiJ'^rd (Con- 
vention of the Society of Motion 
Picture and Television Engineers, 
L'2-2v5 April at The Traynioie in .At- 
lantic (City. A vai iety of new higli- 
'speed piioto instrumentation de- 
fvices will he shown . . . The Animal 
Convention oi the Advertising Fed- 
eration of Anicricn in Atlanta, IG- 
19 Jime. The fdth annual aw^ards 
ifor public ser\'ice to advertising 
iwill be presented there. Nomina- 
tions are being invited by the Na- 
tional Selection CComniittee and all 
noni illations f)ost marked not Inter 
than 21 .Afay will be eligible. They 
jshould be sent to AFA fleadcpiar- 
|lers, 055 .Nfadison Ave., xVew Voi k 
121. 
I 

jKudos: L. Berkley Davis, \ ice presi- 
dent of General Elc< trie and gen- 
eral manager of its electronic com- 
Iponcnts division, was chosen for 
lELVs highest award, the EIA 
Afedal of Honor. Presentation will 
be made 10 June at an annual 
jawai'd dinner during the associa- 
jtion's .SDth annual (()n\'ention in 
, Chicago . . . Jolui Hall, executi\e 
jVice piesident of Loin's P>cnito Ad- 
vertising Ageiuy, ^Fampa, mimed 
Advertising Man of the A'ear b\ 
Tampa Advertising (>lub . , . West 
(>oast ad man Hal Stebbins gained 
laurels when Alpha Delta vSigma, 
*nati(mal professional ad fraternity, 
||)rescnted him with its l>enjamin 
Franklin Citati<ni . . , The St. Louis 
Council of the AW elected John C. 
iMacheca, vice president, D'Arcy, as 
'cluiinnaii: David P. Ferris, vice 
president, Gardner, as \i(e chair- 
man: Frank P>lock, president, Frank 
I>lo(k Associates, secretary-trcasm • 
er: and William L, Saiidborn, 
president, Winius-Brandon, to fill 
imexpired term of the late Enno 
Winius . . . rhe I%2 Advertising 
Awards Competition sp(msored by 
the American Nfusic Conference, 
.Chicago, resulted in a tie for first 
place between Shell, for an ad fea- 
turing a little girl plucking a gui- 
tar (KR:E), and Polaroid, for its ad 
featuring a little girl playing her 
trumpet outdoors (Doyle Dane 
jP>ernbach), Awards are made for 
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the most efle(ti\e use of a musical 
theme in ads of noii inu.sicai prod- 
ucts, servic es, or causes . . . Gutnian 
Advertising Agency of Wheeling 
walked away with eight first phne 
a( h'er t is i ng a wa r d s at the eighth 
annual bamjuet of the Ohio Valley 
.Ad\ertising (^Inb . . . The New 
\o\\ Art Directors (]lul) a(corde<I 
Sudler i<: Hennessey five wiiuiing 
entries in the (Iub*s •12nd Annual 
Art Exhibition. Represented in 
the winner's circle are ads for 
Lightr*Iier, C^allawa\ Afills, CI>S 
Radio, and Air-e(pn*pt Manidactur- 
iiig. These design pie< es will be on 
display at the Pepsi-(^ola Art CFal- 
lery, 300 Park A\'enue. from 2*) 
Apiil through 13 .Nfay . . . John F. 
Ronsil), president of l>()nsib of Ft. 
W^avne, elected Cio\ernor ol Sixth 
distri( t ol the AFA, succeeding 
Frank M, Baker, vice presideiu ol 
Cirant, Schweiuk & liaker, (Miica- 
go . . . Edwin H. Soinieckeii, direc- 
tor of corporate planning and re- 
search, Good)ear l ire Rubber, 
elected to the executive (onnnittee 
of American .Nfarketing i\ssn., for 
one year, then to the presidency be- 
giiniing I July l%4. Six other mem- 



bcis weie elected to the exccuti\e 
committee lor one year and then 
will ser\'e as \'ice presicleuls. 

Tab Poll; It's not a fiogi It's a new 
market research appaiatus lor nsc^ 
in all types of sin\'eys Irom produc t 
testing and packaging to political 
c andidates or issues. Klcc trie ally 
operated, the miit has a top frame 
for plac enient of sur\'ey outlines 
and reason for sur\ey. Face panel 
is simplified for cpiestiou area and 
adjacent push button selectors for 
iminecb'ate reaction surveys. Pnit 
provides tallied results to c]uestic)ns 
at any time desired. The Fab Poll 
people aie at 2-i (^laremont Road, 
Kennn)re 17, New Vork. 

PEOPLE ON THE MOVE 
John Zrybko to controller c)f I'he 
Rumrill Company. 

Owen j. Carroll to diiec tor of mar- 
keting for Lest oil Products, re- 
placing Edward J, Fredericks, re- 
signed to establish his c^wn business. 

William R, Dean to pienn'um sales 
manager of American Machine k 
Fomiclrv. 




waga-tv...first in total homes 

daytime... prime time... overall! 



Dec. '62 Nielsen ' |an. *63 ARB— Mar. '63 ARB WACA-TV 1st 
Daytime and overall , . . 2nd Prime Time 
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Rohcrt Al . (aii lis U) llie ;i( ( <»um 
sci\i(C j^roii]) <)( Kullcr il* Smith J^: 
Ross as i)rc.si(lcnt and accoiiiu 
sii])C'i \ isoi . 

(>cr;)l(l M. lirucc, \i(C i)icsi(lont 
;i)ul (liiC(i(>i ol niarkciing loi (]()!(% 
KischcM' Jv: K(»i>()\v A(l\ on isiiij*. ro- 
sii;iiC(l. c'llc'(ti\(* IT) April. 
Eric I*()iiioraii<'c named easi (oasi 
sales rcprcscniai i\'0 lor (icMald 
S( Imil/ci l*r<)(lu( tions. 

Iloiacc (i. Lippincott to (op\ dc- 
paitniciM ol X. ^\^ A\er- 

jaincs (). ^'nlld promoted lo mtr- 
(liandising manager ioi R(^A 
Whirlpool air (Oiuhtioncrs. 

r. St rot her (^ary, Jr., \i(e < haimi:ni 
ol ilie e\e(ni,i\'e (onnm'dee ol Le{) 



lUivnett, elected tieasnrei, an added 
post. 

Daniel I. Knight lo George 1 1, 
llartnian as director ol l)roa(t(ast 
servues, a new p(»si. 

Kieliard L. .Munson, actouni exec- 
nt ive, and John K. M nrra\ , )r.. 
senior art director, to vice presi- 
dents ol l)oliert\. Clillord, Siecr^ il- 
Slienfield. 

IIarr\ R. Levin to diiector of ad- 
vertising and sales promotion. i*(Mni 
I'^'niit 

William Sliela to the atconni exec- 



Miive stall ol the Seattle oIIk e ol 
l*a(i(ic National Advertising Ageii- 

( V . 

* 

Richard L. (allien, assistant |)ul)- 
lisliei oi Lddic.s* Ilomr foiirnal, lo 
l-eo Hurneti in mid-Ai)ril as senioi 
executive in client set vices divi- 
sic >n. 

Paul L. I'^alier to diiec toi ol .idvcr- 
lising ol (A'A (>o,. maiketei* ol 
Rom.'i aiul (a est a I Wane a wines. 

r>u\t(>M I*. Lowrv lo Kidler t^' Smith 

* 

Is: Ross, Los Angeles» as copywritei'. 

Andrew l*urcell, rc)iinerh media di- 
rec lor ol Mc (lann-Marsc haik. Mi- 
ami, to .Mc (^ann-Kric kson. (lhic ;igo, 
as m^dia siipei v isor. Mis succ essor 
in Miami is Dorothea Ha/elton. 



Dale Kreachhanm to (tinman Ad- 
venising. Wheeling. 

Neale H. Oliver to l^)ltsA\^)ocl- 
l)Ui\ as vice president in charge ol 
ac count dev elojjn)enl. 

Maiiiiiiig M. Exton to general man- 
ager ol I)ov\*n\ ll.ike Foods division 
f)l V.CA Food Industries. 

(^ene (). Ihntnett to vvliolesale ac- 
counts manager I'oi I*resioliie le- 
platemeni ^ales» 

Ediiunul P. Dolcvs lo sales promo- 
tion niai) gei ol Whiche !.e"-Wf*s!- 



ertt division ol ( )lin Mathiesoii 
Cilieniical (^C)i p. 

David Malcolm Inrush to iteasurer 
ol (ieneral I'oods, rei)lacing Hcrb^ 
ert R. I^astiiigs who retires. 

I'raiik E. (iuire to vice i)resiclem 
lor Nonhern (lalilornia at t i vit ies 
ol (Chapman a Trocluc tions. 

Nat (iold to Mai V I )avis \uencv 
as heati ol tv and radio connnei^ 
cial cl(*pai tmeut, moving Iroiii 
l.ainen Finger Ageucv. .Making the 
swiicii with (iold are clients Sebas* 
tian Cahot. Ken fohv, Rod UeU 
and oi hers. 

Williani IWennaii, assisiaiii to Ixvw 
is "Filterton, diiec ior ol raclic) J^- tv 
programing at (iomptc)!!. assmned 
added i esponsihilii ies ol depart^ 
ment maiiagei' lormerly held by 
I >e) train! M ulligaii who has ic^ 
signed. 

John Luiek to marketing vice prcs- 
idem and account supervisor ol 
Karle Ludgin. 

Duiuht !'oIini!)ach, creative direc- 
tor ol Knox Reeves, lo agencv*^ 
hoard ol clirec tois. 

Rcnialcl A. Rogers to l>r(>a(lcast de- 
partment oi Rogei s S; Smith as 
wriier-producei'. 

Robert T. Richardson to head of 
creative services lor \ an I*r4iag 
Produc t ions. 

Allred (>hristie, lormer director ol 
personnel adminisiraiion ol Gener- 
al Foods, to Hovt Rohei Is as vice 
president ol the firm's newly devel- 
oped execiuive finding services for 
industries other than ad vert is' 

IT 

and ])id}lic relations. 

Darryl Turgeon rejoins Knox 
Reev es- Fit /ge raid. New Orleans, 
creative lorce alter a lew years with 
Leo l>urnett, (Miicngo. 

Edward li. Iiigeiiian to accomit ex- 
ecutive Willi C]l:i\ Siej)henson As- 
sociates. 

Max II. Lea^'enworth to manager 
ol mavlei reseavdi lor Dow (horn- 
ing, succeechng Robert Springniier, 
lecentlv jjromotecl lo controller. 

Anna S. W'vler to c hairman ol the 
divt'ctiuf; i)oarcl and Walter R. 
Neisser to picsideni and chiel exc*- 
cuiive oliicer ol Wyler J<: do., ch^-^'- 
sifni o( J>o*clen. Neisser also named 
a vice piesidenr ol l»orclen Foods. 




'Noisiest potato chips in the world' 

This Laura Scudder's Potato Chip commercial won a first prize at the Third Annual International 
Broadcasting Awards in Hollywood, It features a fictional Laura Scudder who develops a chip 
so crispy fresh that the sound of one crunch brings down the house. Produced by Doyle Dane 
Bernbach, this year's commercials include the prizewinner in addition to several new ones 
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Kildare an operator with 49'ers 



Hioii^li I>(*n Casry is still the 
Aineririni woman's Hivuriie dndor, 
leiiialcs over H) are more ai home 
with l)y. KUdarc, acconcling to fig- 
ures c()ni])ile(l by ilie American Re- 
^ search JUnrnu by leaking down 
She lo]) ten prime unie dramatic 
shows b\ 3idult fenrale grou])s. using 
uiudienre composition estimates 
Ironi the February National. 



During an a\erage telcaut o\er a 
t\V()-\ceek ])criod {ir)-*i8 Fcbiiiary), 
an estimated \\) million women 
wat( hed lUni Casry, and Ih . Kll- 
flarr attracted more than IS million 
— ranking first with the fairer sex 
in I he ()\'er I!) group, liut the rest 
ol the Female po])ulation (IS-2*)> 
10-19) placed Urn Casry lu st. 

.\ R IVs Februai y National esti- 



mates re\eal that the fjn'ogiam al- 
most as po])idar with the o\er 4!*ers 
was llir Drfrjfdrrs. The sliow ap- 
j)eare(l third lor that age group 
and third in overall lemale \ icw- 
ing. Dirk PoxvrJl was Jonrth, and 
Lassir, fifth. 

An analysis ol the figines fails to 
t urn up any one network as the 
women*s a[)]jeal network, ^riie dis- 
tair dial turners seem to fa\*or NliC' 
and (MiS shows etpially, each net- 
work ha\ ing four of the females' 
fa\i)rites in the to]) ten. 



■Rank 


Network 


Program 


18-29 


30-39 


40-49 


Over 49 


Total Adult 
Females 


1 


ABC 


Ben Casey 


4,275,480 


5,247,180 


4,664,160 


5,635,860 


19,822,680 


2 


NBC 


Or. Kildare 


3,725,400 


3,725,400 


3,911,670 


6,705,720 


18,068,190 


3 


CBS 


Defenders 


2,590,460 


2,438,080 


3,504,740 


5,028,540 


13,561,820 


4 


NBC 


Dick Powell 


3.347,040 


2,928,660 


3,068,120 


4,183,800 


13,527,620 


5 


CBS 


Lassie 


2,430,900 


3,079,140 


2,592,960 


4,537,680 


12,640,680 


6 


CBS 


Nurses 


2,747,350 


2,986,250 


2,747,350 


3,464,050 


11,945,000 


7 


NBC 


Eleventh Hour 


2,905,440 


3,147,560 


2,542,260 


3,268,620 


11,863,880 


8 


NBC 


Empire 


2,361,180 


1,642,560 


2,155,860 


3,387,780 


9,547,380 




ABC 


Going My Way 


1,515,750 


1,919,950 


2,425,200 


3,637,800 


9,498,700 


It) 


CBS 


Loretta Young 


1,789,830 


1,960,290 


1,789,830 


2.386,440 


7,926,390 


1 1'rlme 


time KPiifcial 


iliHiiu ^lun^>) I'Vbruao* 













'Common market' seen 
for video programing 

A kind ol "eonmion market" 
concept of tv programing may he 
in the making, as advertisers, agen- 
cies, and andienee continue to find 
lavor with j)rodiutions created in 
Euro])e and other ])arts of the 
world, iej)orts Cieorge A. Graham. 
|r., V.]). in charge ol the NWC En- 
terprises ])i\ision. 

i He said tills direction was fore- 
cast during a week of intensi\'e 
^study of overseas t\ markets held 
in Xew York and Hollywood b\ 
XUC executives here and seven 
field representatives of NliCl Inter- 
national. 

Predicted was the ultimate ton- 
version of the V. S. -to-overseas ])ro- 
^rani pattern to a recriprocal plan 
I bat would bring ])rograms pro- 



duced abroad to American tv au- 
diences. "Xew teclinicpics, fresh 
story ideas and view])oints might 
lend a \'irile and < ()nstriicii\c in- 
ihience to Anieric an tv ]jrogi"mi- 
ing. and a type of 'common niai ket* 
might easily cle\ clop." Ciraliam 
said. 

A ])rimary move to attain this 
goal, he added, avouIcI be increased 
W S. aid and guidance to o\*ei*seas 
)>i'ochi< ers, enabling them to gain 
n more thorough miderstanding of 
American tastes and ])relereiices. 

Sponsors set for NBC 
golf spec, news series 

Two major achertisers ha\e 
signed as co-sponsors of XJU^ I'X^'s 
lK)-niiniitc colorcast ol the lltli an- 
nual Tournanicnt of (Jliampions 
goll classic climax 5 Mav. and the 



network has also sold a new lialf- 
honr ])rinie-time news ]jrogr;mi fea- 
turing Chet Huntley ;nicl David 
lirinkley to four sj)onsois for a 9 
Se])teinber bow. 

Iiankiolling the golf s])ecial, to 
be aired Irom the Desert Jnn C-onn- 
try C:iub in Las XY^gas. will be Good- 
year l ire R: Rubber, via Voung R: 
Rubicani, and Wilson Sporting 
(;oc)cls, through (^am])l)ell-Afitlinn. 

riie new // untlry-Ilrijililry Rr- 
f)()Yt will leplace the duo's ir)-min- 
me e\ening news show which has 
been a fi\ e-a-weeker since 29 Octo- 
ber I9r)(). To be "a news program 
nil the way through." it will he 
sponsored l)y Reynolds 1 obacco. 
\ia William Ksty: American Home 
ProcUu ts, l ed Ikites; American 
(Chicle. JJates: ;nid Alcoa. Fuller R: 
Sniiih R- Ross. ... 

Meanwhile sponsors of tin ee 
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Nile; News t\ |)r()j;riinK ha\c' been 
ciicd I)) [he Sat tint ny iln'Ino in ihe 
nuiga/inc's llih annual Awards for 
l)isiinj;uislicd Ad\eriisiiif; in the 
l*nl)Ii( ImUmc'sI. 'Hicv are llrisiol- 
Myers, for an XIHl White /V//>rr on 
" hie l*>attle of Xewburgir'; Cull 
Oil, runner up lor The Tiitttirl: 
and Douglas Fir MKaoxkI Assn. and 
I*ittsl)urf;Ii IMate Class joinlly. lor 
Ihn'hl l\)iuklr\'.s foiirttaL 

Ford takes summer ride 

Ford vein*( les, via j. W^alier 
TluHnpson, will af;ain sponsor The 
I.h'rly Ours on Xl>(! l^V as a sum- 
nier i epiacenieni for eight weeks, 
beginning 25 July. 1 lie lialf-liour 
(olor program \\'ill rephue the va- 
cationing Hazel, wliidi returns for 
its tiiird season in (olor I!) Septem- 
ber. 

Negotiations are under ^\'ay for 
Vi( Danione to return as regular 
singing star and host, and producer- 




^l^^an hour 

staffs your station 

with IGM 
SIMPLIMATION 

Get the details! Find the way to bigger 
audiences, lower costs, higher profits with 
unparalleled flexibility and consistently 
better sound. Write for free folder, "The 
Sound of Money." 

I 6 M SIMPLIMATION 
p. 0. Box 943, Bellineham, Washincton. 



diie(ton l>arrA Sliear sa\s the pro- 
gram will feature oll-beai sho\\Tas- 
ing of more than f)** musical head- 
liners. Segments will be taped out 
oi se(pien( e. a large nuiiiber of 
iliem on location, and Shear said 
tliis season^ skein will introdiue a 
new nieihod ol integrating ani- 
iiiated subject niaicr with li\e per- 
formers. 

Looking forward to: [anies (J. Hag- 
erty, AWC vkc president in charge 
of news, spec ial events, and ]>ubli( 
alfairs. will be chief speaker at a 
joint luncheon of tlie Ad (Hub of 
Uoston and tiie r>roadcastiiig Ex- 
ecuti\'es (^lul) of New England at 
V2::\i) p.m. on 23 April in the 
(ieorgian Room of the Statler-Hil- 
toii I lotel. boston. 

Financial rcjK)rt: NIU! Radio sales 
so lar tliis year are running 
over the fust half of lOO^, itself n 
record breaker. Since the fnst ol 
April, $2,1 million of new and re- 
newal business has been \\'ritteii. 
Sine e 1 pmuary. nii]lic)n in 

sales have been made to 35 advei- 
tisers, 21 of which are repeat ad- 
vertisers. 

NBC comes to aid of etv 

NliC look a generous step last 
week to help Xew York City's new 
and fniaiiciallv sliakv educational 
station stave off possible bank- 
ruptcy. Tlie Xr>(^ board of direc- 
tors appioved a contribution of 
S 100,000 to WNDT in response to 
the station's plea for assistance. 

NIiC had previously contributed 
8250.000 as had CliS which helped 
in the ])urchase ol the station (or 

I conversion to an educational facil- 
ity Said board chairman Robert 
Sarnoif: 'AVe recogni/e the ]nob- 
lenis faced by WXITI' in develop- 
ing an operation which can help le- 

' lie\e the shortage oi teaching facil- 
ities and assist educational organ- 
izations, while providing a special- 
ized service to viewers in the coni- 
munii). Altiiough ultimately we 
beh'evc the station must rely on 
those sources for its fniancial sup- 
port, the NHC contribution was 

I granted to assist the station in meet- 



ing its innnediate recpiirenients." 
Programing notes: N1»C News e.v 
ecutive vice president William R. 
.McAnclrew announced that nine 
full-hour specials are in the works 
for next season covering such di- 
verse subjects as jnivate art collec- 
tions, a train journey through the 
Iron Contain, and the life and cuh 
lure of modern India , , . (lartooules, 
a new Saturday morning enter- 
tainment series featuring pc)si-H)r)8 
cartoons new to network tv :nicl 
starring puppeteer and ventriio- 
cpiist Paul \VinchelI as host, de- 
buied f) Apiil on AWC TV (lb 
11:30 a.m.). sponsored bv Mattel 
(( la rson/ Roberts) and General 
Foods (Henton R: Howies) . 

PEOPLE ON THE MOVE 
Stephen White named manai^er, 
special features, for S]>C Radio. 

Kudos: Two awards b} the Type 
Directors Club for typographic ex- 
cellence and design were presental 
John Graham, art director, adver- 
tising department of NBC. One is 
for '^Twenty to r*uilcl On," an in- 
stitutional book on 20 of the ncN 
work's award-winning programs of 
the '61-G2 season and the other is 
for an ad which appeared in the ^ 
November 1962 issue of "71ie New 
Vorker" titled "No Holiday for 

I 

Stringers" which dealt with NI^C 
coverage c)f the 1962 elections , , , 
fifsf ice , an N KC R a d io series, 
honored with a citation from U. S. 
Supreme Court Justice Tom C, 
C]lark on behalf o£ the Federal I^ar 
. Vssn , . . N lU > 1 )( )a rd c ha irman 
Robert W, SarnofT gets a special 
award from the National Councit 
of Catholic >fen in recognition of 
XHCVs '\33 years of creative leader- 
ship and cooperation in religiou.n 
broadcasiinrr" at a presentation t^K 
night at W^ishington's Preview 
Theater of the .N lot ion Picture 
Assn. of America . , , Tiie annual 
ABC Radio-s|X)nsorecl Echvard P. 
Aforgan Essay Contest drew high 
praise from Vice President I.vndon 
l>. Johnson and other government 
officials including Senate .Majority 
Leader Nfike .Nfansfield (D-^^ont.), 
whose coiigraiulatorv statements 
before (Congress have been printed 
in the (Congressional Record, 
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Talman banks its ad wad 
on three more years of f m 

One of tlie n;i lion's ten largest 
savings and loan associations and 
tlie second largest in (Chicago, Tal- 
man Federal Savings and Loan 
I Assn. has been reaping lots of new 
sa\'ers as a result of its sponsorship 
of a ()-8:!^0 a.m. program on 
AV^FM r, Chi( ago. Behind the early- 
I morning show since the bank 

I h;is just renewed for diree more 
)ears with the Fine Arts Station, 
one of I he longest contrac ts in 
I broadcast history. 
I According lo Jonathan Pugh, ex- 
ecutive \'nc president of Tahiian, a 
sii C( ess which r a i sec 1 l^a n k assets 
from SlftO million to .S.S75 million 
since 19r)() is "a result of the high 
<]uality of audience attracted by 
ihe siation's unicpie overall policies 
and WFAITs ex( client handling of 
the commercial material." Talman 
uses only four commercials during 
each iwo-and-;i-half-li()ur program. 
/'We don't want to wear out om* 
welcome," said Pugh. 
j The station, which broadcasts 
niiore than 100 of its 135 hours ol 
fine arts programing each week in 
mid ti pi ex stereo, reports 196^ bill- 
Hags ihus far are the iiighest in its 
I 1 1-vear history. 



14 Star 2-horse parlay 
'mounts new hr. block 

' Advertisers seeking to place their 
sponsorship on the line for more 
hoin* syndication properties are 
being touted by Four Star Distri- 
bution Corp. for a new two-horse 
I parlay — the teann'ng of the half- 
hour Riflrnuni and Dick PowcJVs 
^Z(nir Grey TJieatrc as a one-hour 
i Western bloc k. 
, I KiflctiKni siar (ihuck (>)nnors is 
currently ai work at Four Star's 
Hcillywood studios, filming intro- 
ducticms and bridges which will 
make the parlay possible. I'he proj- 
|eci calls for Ccmnors to fdni a nmn- 
ber of intros to the "wesiern hour" 
and bridges leading from Ymuc 
Grey into Rifleman and \'ice-vcrsa 
— so that either can follow ihe 
other. 

Len Firestone, vice president- 
general manager of Four Star, said 

II 
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the idea of teann'ng two syndic aied 
series \ ia brand new fdni produc- 
tion is *'revolni ionary, as this is 
probably the first time ihat two 
shows have been so com])letely 
compatible as to make a back-to- 
back arrangement feasible." 

ABC TV affils elect board 

^^ikc Shapiro, general manager 
of WFAA-TV, Dallas, has been 
elec ted chairman of ihe board of 
go\*ernors oi the AWC ^VW Alldiaies 
Assn. and Thomas 1*. (^lisman. 
])residcnt and general manager of 
\V\'1'X:-M V, Norfolk, reelec ted vice 
chairman. 

"Fhe group gaihered dming the 
C^hicago NAT) c()n\'eniion lo elect 
its leaders for the coming year. Her- 
bert C'ahan. general manager of 
WJZ-l \^ Raltimore, a new mend)er 
of the board, was elec ted secreiarv: 
A fart in Umansky. vie e president, 
general ma nager ot K A K F-TV, 
Wichita, was reelected treasurer. 

Other new mend)ers elected lo 
the board: Joseph L. lirechncr, 
president. \VF1\\ Orlando; [oseph 
F. Hladky. president, KCRO-r^^ 
(ledar Rapids. Hladky was a former 
board c hairman. 



Historically speaking 

"Foday (15) marks 1 2nd 

binhda) ol WSIM). Toledo, and 
seems die ideal lime lor a little 
nostalgia regarding the birth of 
one of the bulwarks of the busi- 
ness, Storer Broadcast ing. 

1 1 was a case, most rare lcKla\, ol 
a sponsor being so pleased with die 
results of his radio campaign he 
bought the station. ^Flie zealous ad- 
\'ertiser was Fort Industry Oil 
of l\)ledo and the station was 
\\^1V\L, which had stariecl out as a 
lO-watler, broadc astiiig Ironi a 
storeroom in ilicolcl Navarre Moiel 
in 1021. The gasoline trade name 
was **Speecleiie," which became the 
call leiiers ol the staiion in 1028 — 
W^SIM) — and die parent c ompany 
bee anie Fort Inchistrv C>o.. whic li 
became Storer liroadcasling Co. in 
1032. 

New rep firm accelerates 
pitch to automotives 

Mdwin R. (Dick) Peterson. Jr., 
hopes to spark additional national 
s])oi a(ti\'ity on the ])art of auio- 
moii\'cs and their b\'-producis for 
the meclinni-si/e radio markets. To 




Rocket ship carriers ITC to 3rd web slot 

Independent Television Corp.'s latest sale for network airing is its new half-hour "Fireball XLS," 
which this fall will join "Espionage" and "Fury" as ITC series on NBC. The series consists of 
39 segments of science fiction in 21st Century, filmed in the new Super Marionation process 
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;ut()m])lisli iliis. I\*lcrst)ii lias signed 
ii|> sonic 500 alliliaicd sua ions 
;u ross I lie < onnir\ and is scl lo 
make* liis marc li on ihc DcMroil 
t»ianis as prcsidcMii oi Auioiiioiivc 
Radio (iioiip, Inc. (AR(i). 

Ahliou^Ii sonic AR(> alliliaics arc 
wiiliiii ilic lo]) .^0 iiiarkcis. ilic 
<;i<)ii|) lias soii^lii siiiiioiis on ihc 



Savannah Sugar sweet 
on new syndie show 

'I 'lie Insi ad\ eiiiser lo make a 
mull i-iiiai kei on l^iited Artists 
'l*(»Ic\ ision's iicu' The l.rr Mdwin 
S/ifnr lor lall debiiu Sa\aiinali Sug- 
ar will sponsor the show (liroiigli- 
oiit its ii\c-staie markeiing area. 




NBC gets a lift in Washington 

Three attractive WRC-TV staffers help boost the new NBC logo in place on the $4.5-million 
headquarters of NBC in Washington, D. C, the first station built from the ground up for color 
(1958), Helping beautify the edifice are (l-r) Helen Murphey, Lynda Van Nort, and Leanne Hull 



basis ol tlieir market si/e hciwecii 
.'lO and .'>00 in ranking. ARCi nia\ 
I)e liad as a single buy oi 25 niai- 
kets or more and only a single con- 
tract is re(|iiired. I'nilorm indi\ id- 
iial station al[ida\ iis ol perlorni- 
an< e are supplied. 

\R(i is Io(a(ed in the initldle ol 
its main target aica at L\-).^8 Dime 
P)uilding, Detroit. 

(>l 



,\rajor (ities iinohcd arc Atlan- 
ta, (ircciisboro, Winston-Salem, (lo- 
Iiuiibia, S. (1., (Miarlottc, (ireciu ille- 
A\'ashingt()n. and [oliiison (-ity- 
r>ristol. Sa\ annali is also expec ted 
to purchase two additional mar- 
kets. The sale brings total markets 
to ()7 on the drama-;i( tuality show. 

A\\)rd from FA-'lA"s re-run sub- 
sidiar\ . l'< oiiomee. iudi< aies tliat 



tilings on the sales side there are 
booming. Over 175 individual 
sales deals during the lirst (piarter, 
including the XAIi (omcntion pe- 
riod, added S2.1 million in new 
business lo the till. Leaders were 
77/c ////// Soihrrn ShnWy Hat Mas- 
irrsoii, aiul The AqiKDinitis. 

TvB taps top salesmen 

(longratidations to the five win- 
ners ol '!*\'li's *'()iusianding Sales- 
men" < ouipciition. The men and 
the spec ifu sales for whi( li they 
were ( ited: 

liol) Saracen, W'CIAX-I A^ Tort- i 
land, .Medallion 1 lonie's l>uilding 
(ontractors; Woh A\'alton, AVRHL- 
^IA\ Cloluiiibus, (la., Afetcnlfi 
Clotliing Store; T.ill Kelley, KDKA- 
I V, l^itisburgli, l*iitsl)iirgli Nation- 
al IWiiik: DeKlreenwood, K()A-'IA\ 
Denver, Ridge wood Realty; Die k 
Jani(k, K'riA\ Los Angeles, Lib- 
erty Records, 

WINS billings up 50% 

First (|iiarter business at A\MNS, 
New N'ork, accounted for the largcM 
\olmiie lor laiiuarv-Mai eh in the 
histor) ol the station as well as tlig 
largest ])ercentage increase in \'ob 
unie e\er. according to sales man- 
ager i\rthur Harrison. 

A 50 gain over the first cpiariei- 
oi \[){V2 does not iiulude additional 
l)illings resulting iroiii the New 
York newspaper strike. 

(For iurther news on WINS, 
see ])i(ture story on i>age 

The joke's on Gainesville 

( ;a i lies vi lie ladio la us are still 
sliuhilv red in the iace lor having 
[alien so hard lor an April Fool's 
Day prank engineered by AVClGG 
general manager \V. K. Minshall. 

A storv in the '^I March local 
paper annoiiiKcd that Minshallliad 
fired the entire regular stall ol an- 
nouiuers, d.j.'s and ne\\'smen and 
I hat the station would < airy on 
with a new stall. To (onfiriii it. 
ea( h member signed oil for good 
over the weekend ami with such 
authenticity that the stations 
phones were ringing constantly as 
irate listeners (alletl to (oniplaiii. • 

Who ran the cit\ on 1 April isn't 

« 
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(fear, l)iu W'C.CU; had ilic m4)si 
(lisiiiiguislial liiicii]j oi tl.j.'s and 
ncWNineii arouiul. (livic and bnsi- 
. iicss leaders and repiesentaiives 
Iroin all walks ol lile I)illed thcin- 

j , sehes and look to tlie aii'\va\ es. 
Sonic new-born stars: luiieral di- 
lertor "Dapper Dick Williams/' 
(l()tliinf» stole owner "Uohbin* Rob- 
bins." tax ( <)lle( tor "Iv\ Leagne 
nillbillv." "Newsiuan Wild liill 
Mitdielb" execntive set retary ol the 
(llianiber ol (lonnnene. lead a tele- 

"' gram from ")FK" in Wasliiiigion 
asking thai Nlinsball reconsider Ins 

s de( ision to (ire the old stall *'iluis 
adding to ilie iniem|>lo\nienl prob- 
lem." 

8 vie for station Emmy 

Kiuries Ironi eight l\ st;ui(>ns 
have been < hosen Ironi !>() aspirants 
[as finalists to eonipeie lor a *\ia- 
\ lion award" Knnny tliis year, the 
, r first time .sn( h a category lias been 
I ^set lip In the A(adeni\ ol* TV Aris 
Imd Scieiues. Final judging Avill be 
by Hmton r>en jamiii. diaiimaii ol 
the Station A^vard (Committee, and 
. NlUTs lien (iraiiei. 

The award is loi the outsiandiiig 
.programs prodi^ed l)\ local (om- 



nu'uiai i\ stations in the i'.S. deal- 
ing with a significant issiu* in ilie 
station's < oinmiiniiv. 

Finalists are: Wn.\L- lA'. Balti- 
more, lor 77/r Dark C.onirr: W(;i>S- 
'V\\ New N'ork. lor Snlx'ylhioii.s 
rcofyln KI\(;.'IA^ Seattle, lor .V//.v- 
l)('(t\ WKV- TV. Oklahoma City, loi 
Times MoiK Wlir>M.T\\ Chicago, 
lor The Wasted Yrms'. V.\V\\\ 
() m a li :i » Tor () (xnation SOS; 
KNXT, I.os Angeles, (or Huxlrn of 
Slunnr; and WCAT-'I \\ Philadel- 
phia, lor (U)iifonnity. 

Syndication 

Tli:i(\ hospitality: An all-expense 
week-end lor two in l.os Angeles, 
hosted bv Leslie XieLseii, star of 
The Xcw llrcrd, fell to ^Foni F, 
Ciibbens. president and general 
manager ol WAFIi-'IA', l>aton 
Rouge. (id>bens' name ^vas (hosen 
Irom among lunidreds that entered 
the drawing in Al>(^ l-'ilnis' hospi- 
tal it \ suite dnring the iVAIl ron- 
\ ention in (Ihic ago. ( )n tap are 
tours ol the metropolitan stpiad ol 
the I. OS Angeles Polite Depari- 
Mieiii. (lie hnv enlortemeni group 
wlii(h inspired the series, and the 
Los .\ngeles Polite Academy, lUn 



there's a less seiions side whith in^ 
(hides diniiei at .S(an(lia*s. a tour 
oi I he Walt Disiie\ St iidios and 
Disneyland and a visit to AlKlTV's 
^Felevision (]it\. 

jolly good fellows: A *)ne-di ink-a. 
year group, the Films Alumni 

Assn. got together at the XAI! (ion- 
\eiition lor its sole meeting ol the. 
\ear ;nid ele( ted its olli(eis, (ieoruc. 
'W Shupeii. pr(*seiitl\ -!(Mh Ceniiny* 
Fox vi(e president, will helm the 
gioii]) as president until the next 
meeting— at next year\ XAI> con- 
\ention. 

Sales: The UillcfUdu has ra( ked up 
S52r)»()00 in sak^s during its first 
two weeks in oil-network s\ndi(a- 
tion. says Four Star Distribution. 
Pa(e Avas set with sales to K I LA, 
Los Angeles. K'FVI, St. Louis, 
KPIX, San Fraiuisco. WDAF. Kan* 
sis (aty, :ni(l \\*()Ci. l)a\i;npon . . . 

Films sohl hour episodes 
ol The Xcn^ lirccfl (o ilu* Metro 
politan Ilroadcasting t\ slat ions, 
lauiuliing it lor general disiribu 
lion. It had been limited to onK a 
handlul ol test markets . . . NlKl 
Films sold S7-th Prrclnt t in l(> mar 
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Newsmakers in tv/radio advertising 





William B. D. Putnam has ])een 

elected a Ai(e president of 
Fletcher Richards. ( ialkins 
H olden. Putnam was r(H entlv 
appointed ;k ( omit maiiagei on 
Kastern Air Lines to handle ere- 
alive re(piireiiieiils ol the ac- 
count and supervise a newh 
lormed advaiKe planning group. 
Putnam has been associated A\'illi 
FRC.^'H sime l*»5L 



/ictor G. Bloede, lonneriy seiii(jr 
I'. p. and director ol creali\"e ser\- 
(es at Iienton Pjowle.s, ^vas 
n'omoted to exeduive v.\). and 
'nanagemeni super\ isor on the 
louseliold soap prodiu is di\'ision 
u (ouni oi Procter J^* (iamble. 
>Vlni llobbs, who joins the 
igenc} 1 Ma\ Iroiii PiliDO. was 
;le( ted senior \ .p. in ( barge ol 
reati\e ser\ice.> and a director. 
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Robert J. Guthrie has joined 

Wesle\ Associates as media di- 
rc(ioi. Pie\iousl\, he had been 
asso( ialed with Weed l elevision 
(^oip, as an a(coiini exe(iiti\e. 
A graduat(; of .Manhattan (lob 
lege, he holds a law degree from 
Fordham rni\ersit\, lie h:is 
pia(ii(ed law and has also be(Mi 
with X I HI, AP>C, (iimninghani 
Walsh and Kiedl c^- Freede. 



Edward N. (Nick) Anderson, Jr. 

has been named advertising and 
promotion manager Un* the liirds 
Kve di\ ision ol General I'oods. 
\nderson had been Philadelphia 
disiri( I sales manager lor the 
(oiiipany's Maxwell House divi- 
sion siiH e September 1 . I le 
joined the oigaiii/ai ion in 1957 
ill the loinier liaker-Ciaiiies di- 
vision and named to MH later. 
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kcis to (late aiut 77/r I>('l)iit\ sold 
lo Fuller K: Smith Js: Ross. Los An- 
golcs. lor its ( liciit S< oti .Nfotors 
wliidi will (lisiributo ilic scries to 
LS markets, the lirst lart^e-scnle i\ 
iiw est mem l)y this com pa in . . . 
Walter Reade-Sterliui^'.s Advcniiirc 
'i'hratrr sold to \VX^Z, Detroit, 
hriiiuintr total maikets to ^M). 

New* properties: Sereeii (ieins will 
syndicate the oil- Mid V series of 
W I list (HI CJnnrhill: Fhr Valinni 
Yrnrs. There are 2*) half hours :md 
one GO-miniite episode . . . SC» is 
:dso sellin*; Sakcd (/tty, (inrently 
<()nipletin<; a loin-yenr stint on 
mm: IW W'IMX. New York, and 
\\'(;N- r\', (lhira«;o. ha\e signed so 
lar. each i;ikin<; [)[) honrs and 
haU-homs . . . The (olorfid life 
and career of dec il li. l)e Afille will 
be the basis of a tv special next 
season. Prcwliuetl b\ MCiM 
with < ooperation of Paramount 
Pictures and the Cleeil P». I)e Mille 



TWO MARKETS 

WALA-TV is the on/y Mobile sta- 
tion that also delivers c/ty-grade 
coverage in Pensacola . , . 

PLUS coverage of the rich Missis- 
sippi Gulf Coast; the industries 
and military installations of West 
Florida and dozens of inland cities 
and towns. 

ONE BUY... 

CITY-GRADE 
COVERAGE OF 

The WALA - TV Market- 
Over A MILLION PEOPLE with 
nearly $2 BILLION to spend! 



Contact: 
Select Stations. Inc. 
or 

Clarke Brown Co. 



TAllEST TOWER ON THE GUIF COAST 






MOBILE . PENSACOLA 



Trust, ii will he either or \H) 
inliuites (ailed Tlir nV>r///'.v ilrcat- 
rsi Slumnnnn. ]i was roiueivcd and 
will l)c |)r()(Iiued hy Siaidcy Roh- 
eriN. 

New (|iiariers: Seven Arts l*r<)du<'- 
tioiis and Seven Arts Associated 
now located in the Pan Am lUiild- 
\\\^. 200 Park Avenue. Xew Wnk 
17. IMuMie nund)cr is 972-7777. 

Grass Roots 

\A1» tv board: Joseph K. liaiidino. 
W'estinghousc; }(»hn F. Dillc. Jr.. 
\\\S[V-V\'. South r.eiul-Elkhart: 
and (denn Afarshall. jr.. W [XT. 
Jacksonville^ are newly elected 
X.M> tv hoard mend)crs. Re-elected 
at nieetins» in Chicago were: Otto 
Urandt. KIX(;-TV, Seattle: R(d>ert 
K. Wright. \VT()K-T\'. Aferidian. 
.\f iss.; and [aines 1). Russell, 
KKT\'. Colorado Springs. 

Fniaiieial reports: (Jiris-Craft In- 
dustries and its subsidiai ies for the 
\ear ended 31 l)e(end)er had con- 
solidated rc\enues of SGD^.SWJOO, 
c( )ni pared w i t h 1 9(i 1 re\ en u es < ) I 
.S(>7,.o9.'>,[)*^ 1 . Xet e:n nings amounted 
to S2,0H-l,8<);i. ecpial U) $1.31 per 
shaie. c (unpared with 1 earn- 
ings ol S238.7r)0 or .SI. 07 per 
share. Xon-rec urring gains from 
the sale of the operating assets of 
K r\'T, 1-t. Worth, and from the 
recent sale hv Xafco Oil and Cas 
of certain oil and gas interests in 
Wyoming, contributed (u cents per 
share to 1 902 earnings. There 
were similar non-re( m ring gains in 
1901 which added 29 cents a share 
. . , Wometeo Enterprises In st cpiar- 
ter gross income was u]) over I9(i2 
l)\ approximatel) \y o (to about 
S.5.()()().()00). 

(Changing hands: Tahoe liroadcast- 
ers. Inc., sold KOWL, Lake Tahoe, 
Cal.» to KOWL, Inc., a new corpo- 
ration fioni Palo Alto, linying 
group is beadetl b\ J:ickson R. 
Sta Icier and Kenneth Hilde- 

brandt, former manager of KVA, 
San Franc isc o, and general man- 
ager of KNfVR, Deincr. The sale. 



handled by Lincoln Dellar. ulin 
for $I8.').00() . . . KDOM, Windom. 
.\finn., sold subject to FC(] a|> 
provnl by Robert I). Thompson to 
Ralph \\\lie Sterling for SMO.OOo. 
I lamilton-Landis brokered the salt- 

Xigliteap: 'Fhere are plenty of in- 
sonmiacs in the twin cities, or fu^ 
recent mail pull promotions con- 
ducted on llobbs House progr^i^i 
of WCCO and Thr Lair Show r^f 
\VC:C:0-T\' would indicate. ^FUe 
all-night radio ])rogram olfercd lis^ 
tellers chance to win three ])c)rtn- 
ble transistor radios. Offer was fc3^ 
tured on onlv nine broadcasts atid 



TvB Sales Clinic Dates 



15 April 


Fort Wayne 




Champaign 


16 ApFil 


Pittsburgh 


17 April 


Altoona 




Indianapolis 


19 April 


Lebanon 




Grand Rapids 




Peoria 


22 April 


Miami 




Montgomery 




Roanoke 


23 April 


Columbus 


24 April 


Tampa 




Augusta 




Greensboro 


25 April 


Jacksonville 




Atlanta 


26 April 


Charlotte 


29 April 


Des Moines 




Charleston 




Norfolk 




Asheville 


30 April 


Waterloo 




Columbia 




Richmond 




Greenville 



onl) during the first and last halT 
bours of each show (10:,^()-11 p.m. 
and \:-M)-b a.m.). A total of V1A\9 
pieces of mail were received fnnn 
;»() states, the Distric t of (>)lunibf;i. 
four pro\*inces in Canada and one 
.Mexico territorv more than l.SOO 
miles irom ,\f imicapoIis-St. Paul. 
An ".Ml S])ring" contest on Thr 
Late Show asked \'iewers to gue^*^ 
the exact icm]^erature at the time 
of the X'ernal Lcpiinox (2:20 a.nl 
21 Afarch). A total of 7,8r)7 entries 
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ainctl ill w'hh giiONscs i aiif^iii<^ iVoni 
heloAv to 60' al>()AC. \ \\v i^raiul 
j)ri/c Avinncr who kncAV thai it A\*as 
18° aboAC zero, roteiAcd a tri|) lor 
to .\fo\ico ('it) and a Avocks 
^aratioii there. 

>|)orts sales: KW'KW^ Los An<(eles, 
>])aiiisli-laiigiia,^e station, signed 
U'liite Front Stores' as (■()-s])oiisor of 
.\'arni-ii]> segments and lidi s])onsor 
)! \\ia])-ii]) broathasts lo all Los 
\ngeles Dodger games lor the en- 
ire baseball reason. A ge n c \* is 
1<.C(,ht iXdvertising . . . Alonroe 
Viito E(|ui|)nien( will sponsor New 
/ork Yankee r>ascl>all MVnv/n//^ 
■|h)u' preeetling each ^''ankee game 

3>ver WCIkS. \e\\- ^'ork. 
t 

programing notes: On LT) April, 
fCI)KA-TV will ])resent a live, 90- 
niniite ])lay in coo]>eration with 
he Pittsburgh Playhonse. The ve- 
liele selected for this experiment 
'ii "liroadway Fare'' is ''Angel 
\trc('ty written by Patrick llamil- 
on and formerly titled "Gaslight." 
,,>toney's r>rewery ]>in'< based two 
birds . . . KCnS (A\f ^L- KM), San 
'rancisTo, premieied a new series 
ailed Words ntnf Music, beine 
)roa( least every weekday evening 
rom (k.Sd-? ]>.m. and featnring top 
lames from the world of miisir. 
pch guest will tell how a certain 
nu.sira! selection pbued a kcv yo\c 
n his or her career or personal life 
, . WFOL (FM), independent 
tereo fm station in Cincinnati, has 
igned as exchrsive (in the city) 
idxscriber of Radio Press Inter- 
aational for expanded news broad- 
^^sting . . . WFTL, Fort Lauder- 
lale, is |)resenting a history of the 
ntv in a series of clailv five-minute 
ajjsnles called A Page out of His- 
ory. Written by August P>urghard. 
president of tlie local Historical 
Society, the piogiams are spon- 
ored by the First National Rank 
n Fort Lauderdale. 

li 

New call letters; WRGR has as- 
^mied the new letters of WPXE, 
5tarke, Fla. The PXE stands for 
Pixie." 'Fhe "whimsical" station 
Vas purchased last jnonth by 
f-eorge Gothberg. Radio, Inc . 

i 

ILxtra curritular activities: P>onnie 
Vail is. womaii*s chrector and host- 
ess on KBOI-TV, Uoise, daytime 



i 



how, accepted an invitation from 
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Sporting a stole for spotting a spot 

Watching WCCO-TV, Minneapolis, paid off for a scfiool teacfier and sales clerk when the teacher 
followed instructions on a Bristol-Myers commercial and purchased Softique bath oil so she could 
enter a sweepstakes. Sporting mink stoles presented on WCCO's "Around the Town" are the 
teacher, Mr. Janice Love (I), and the clerk who validated her entry, Mrs. Doris Van Winkle 



Secretai V of Defense Robert S. M(- 
Vamara to serve on the Delense 
Advisory (lonimittee on W^onien in 
the Ser\'i<:es loi' the next three \ears 
. . . John 1*. McGoff, j)residcnt ol 
Mid State liroadcastin^t^; and t^en- 
eral manager ol Mi<I State Net- 
woik, named deputy chairman of 
Oin- Livelihood I)av of the tenth 
anni\'ersa)y Michigan Week, 
^^a\ . . . Fred E. Walker, receiitlv 
a|)|)ointe(l geneial manager of 
KDKA, Pittsburgh, ele( te<l to the 



board of (Hiec tois of the American 
W^ind S\nij)hony Ouhesira and ap- 
|)ointe<I to the joinnalism advisoiy 
I)oard oi Point Park fimior C^ol- 
lege. 

PEOPLE ON THE MOVE 

Harold Waddell, general manager 
of WK U/, Muskegon, elected to 
the board of (b*re( tors ol WKUZ 
Radio (!orp. and named executive 
v]iv pit'sident. 




But which end does the music come out? 

Richard Maltby, composer-arranger-performer and commercials backgrounder, is looking for the 
first owner of this "kookiephone/* which he found in a second-hand shop. Checking, he found it 
was made in 1905 and is one of a kind — a double-belled horn giving stereo effect by echoing 
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WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 



inuiiiiminiTiiiiiiiriii' 



iiiiiiiiiiiiiiiniiiiui 



RATES are rates the 
world over, and ours 
are competitive 
($22.50 for 3 nega- 
tives) 



BUT QUALITY is 

something else again 

.... ours is superla- 
tive 



And SERVICE is still 

another matter . . . . 
ours is unbeatable! 



tiiyiiiiii.iiiiiiiii iihu iiii.iiii>iiu ,.iijjinrPiEMt£iBituiniiii:!Liiii[iii!iiiii!iiiii 



BAKALAR-COSMO 
PHOTOGRAPHERS 

in W 56th %U N.Y.C. 19 
212 CI 6-3476 

'»3iiiiiii[!iii.iir:rjiihiiiii!i::iiLiiif '"■!iiiiii!iiiiiiiiii!irii!iiiii:iiiiiiii:miiiiiiiiiiiu 
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(IIkiiU's Rnilo(lj»e to president of 
Wesiiiioi eland liioadc listing On])., 
WO'l'W. Laiiobe, and John "Jay** 
Stewart to .se( retary-ireasnrer and 
general manager ol the station. 

William F. Sheirv to local sales 
manager ol W'diCr. IMiiladelpiiia. 

John Schernierhorn to manager ol 
sales ])romotion and ])iil)lie rela- 
tions oi WKOW (.\M TV). 
Madison. 

Allan Israel to promotion manager 
oi W'OXR. New ^'ork. siuteedinu 
Elliott Sanger. Jr., who heeomes 
"The Times" direc tor of news pro- 
. grams on the station 

Jack Manning to general manager 
of KGLA (FM). I.OS Angeles. 
Harold Hirsehmann to sales man- 
ager of KE\\T>. San Franc is(o/()ak- 
land. re])laring Dick Ullman, |r. 
resigned. 

Charles G. Pye, Ir., to executive 
vice president and general man- 
ager of W'ORI., Ijoston. 
Jack Berning, formerly sales man- 
ager for WTIE-'FV, Evansville, to 
general sales manager lor Kl X' T, 
Dal las- Fort Worth. 

W Nelowet to local sales manager 
lor WAVV, Norfolk. 

Michael Denson to the newlv- ere- 
ated ]>ost of dircc tor of informa- 
tion services for the Societv ol 
Motion Pictme and Television En- 
gineers. 

John Henry Faulk recjuested a re- 
lease from his contract with WINS. 
, New ^'ork, to cle\'ote more time to 
completion of his forthcoming 
hook for Simon R: Schuster and to 
his t\* activities. 

John F. Rayliss to director of the 
' western region radio division of 

Prod ncers. 1 nc, wh i< h accj u irecl 

KXOA. Sacramento, on 1 A])ril, 
I and has apjilication ])encling FCCl 

a])proval for KfAX, Santa Rosa. 

Joseph W. Roherts to executive 
vice ]:>resiclent of Mu/ak. a new 
post. 

Hugh F. Del Regno named con- 
troller for KHJ (AM & TV). I^os 
Angeles. 

Ralph 0*r»rien to assistant mer- 
chandising manager of Springfield 
r>rc>achastiiig. 

Kudos; The Associated Press Radio 
and 'l'\ Assn. awarded placjues to 
three members for outstanding 
ac hie\ements in cooperaiix e news 



I 



coverage during WH'y'l. 'Vhc\ sirr 
WC:AIJ, Pliiladelphia; KYNO; l-r^v 
no; KVSS, Missoida. Eight otlier sta- 
tions received honorable mention 
certificates . . .Bill Whalen, nnvs 
director of WNAC. P>oston. and 
Yankee Network News Service, 
elected chairman ol Massac luisetis 
Associated Press 1> road casters Asm. 
Ben Summers, news director oj 
WM R(', M ilford. l)ecame vnv 
chairman . . . (k'neral Federation 
of Women's (nid)s presented its an 
nual award lor broadcasting to 
Harry Thayer, station manager of 
WGHO, Kingston . . . Nebraska's 
Lcgislatmc ])assecl unprecedented 
resolution ])raising WOW, Omaha, 
lor years of ])ublic service to the 
state. Station observes its anniver 
sary din ing April . . . Metropolitan 
Broadcastings WHK, Gl eve laud, 
won first Air Force Award of 1%.S 
lor "outstanding ])id:)lic- service to 
the recruiting ]>rogram of the 
Air Force . . . Marianne Tomlin- 
son, women's director of WRFl), 
(^ohnnhus-\\\)rthington. el ected 
])resiclcnt oi the Ohio (Chapter of 
the .\merican Women in Radio 
and Televisitm ; . , Alma fohn, di- 
rector of womcn\ activities fot 
WWRL, New ^\)rk. received crr- 
tificate of merit from U.S. Air Yomi 
Recruiting Service for her ])ublii 
service and on-the-air activities hi 
its behalf. 

Representatives 

Re]) appointments; KDW1>. Min- 
nea])olis-St. Paid, to Robert E. 
Eastman . . , WNFO (FM), Nash^ 
ville. to Herbert E. Groskin . . , 
WfAY. Mulins, S. G., to T-N S]xm 
Sales . . 4 KXOA. Sacramento, u* 
Blair Radio. 



PEOPLE ON THE MOVE 
Michael McNally to the Chicago 
ofhce of Metio Radio Sales as ac- 
count executive, from Wl>Kl>»Clii- 
cago, 

Edward Rohn and Robert Lewis, 
both radio account executives Willi 
Edward Petty, to group sales man 
agers, newly-created ]K)sts. Repori 
ing to Martin Percival, eastern 
sales manager, each man will su- 
pervise a unit of the ten-man Nev 
York radio sales force. 
Mario Messina to Glarke P)rc)wn's 
southwestern ofhce at Dallas 
manage and handle sales. 
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"SELLER'S 
VIEWPOINT 



' By Lee P. Mehlig 

^ president 

Broadcast Clearing House 
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Radio: walking before sprinting 



T 



lie NAJi i(>ii\eiui*)ii huUighi in- 
to lrouI)](*il r<)( us loiii |>r()l)]enis 
I cvnl to r:uli()\ ( urrent ;nul (oii- 

4 

liiiuiim rork\ rond. Riulio's indus- 
iry leadci ship is i;ikiiii^ stronger 

|sianrc's but stiition niana^cnieiit ai 
ilic local lc\el must clo tlic same — 

iSiariing light now. 

^ Time after time at the NAIi con- 
vention. :in(I in clail\ disc ussious 
willi station men and their repre- 
scmati\es» we heard xoiccd these 
lour key proljlems lor radio. Tliev 

jine ilie reas<»ns lor radio's financial 
pallor, ^rhe signs ol ailment are 
niaiiv. 

Radio stiition profits arc down, 
the F(;(l tells us. National spot 
radio advertising is down ahout 
yet national advertising gt-'n- 
icraliy is up about 'V-J. Thus radio 
is losing while other media are 
Ignining. 

Win? lieciuseol these lour i)rol)- 
leiiis: ( I ) ra t i ngs, (2) rat es, (H) 
television and (1) paper. Are there 
nswersJ' 

Is there a solution to ratings? 
Where is the magic, inexpensive 
Noluiion to accurately, bonesilv de- 
1 ermine where 181 million Ameri- 
h ns :nr listening on 175 million 
';it!io sets? No one has shown a 
ivay to pin down lisieinng in the 
:u\ attir. den, hasemern, kitelien, 
)eth()om. bathroom. t)n the street 



or headi. Xor, il and when sudi 
a plan is devised, will it tell bow 
much listening is done . . . how 
man^ peo|>le . . . \vliere , . . lor how 
long ... to how many stations . . . 
the kind ol actual listening being 
done. 

Radio is out there, selling more 
sets every year and getting results 
despite the lack o( answers lo tliese 
(piestions. liut this doesn't change 
the (lit in business because radio is 
unabit to answer agencx (]uesti(»ns, 
to gel the needed figure^ which get 
the business. Immedia() o( solu- 
t ion? Xo. 

Is there a solution to rates? When 
will more — nuDiy more — station 
owners and managers realize that 
overbeacl plus profit margin means 
a business? WMien wi 1 1 t hex se(* 
there are costs ol doing business 
\}]us the amount they need over 
aiul above these costs to make it all 
wort b while? Station operators 
should stop kidding t heniseUes 
with so-called fat contracts loaded 
with discounts that boil down to 
wheel-spinning :md, most times, a 
loss. 

The (lay that salesmen stop I)ring- 
ing in orders and start coming l)a( k 
witb profuable rate-(ard orders is 
the (l:i\ agencies will realize radio 
men da know their produc t enougli 
to l)elie\e in it and to stand np 




I 



Lci' P. Mrlilig, co-foundry a\ uwll 
as f>rrsidnit of lUondcost C Inning 
Iloiisr, iOos rxccniix'r vice j)iesidciif 
until clrdrd to f/ir toff ftost In Dr- 
(onhrr MJ()2. Prior to formation 
of BCH , lir ivas xnce fm'sident and 
ro-oirncr of KCtMC. Denver. As 
head of PtC.H lie hcadq iiartrrs hi 
Xf'iO York, hilt spends iiiiirli of his 
time III the Chicago, Los AfipeJes 
and San Francisco offices. Mehlig 
and his faiiillv Ih'e in Darloi , Conn, 
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and light .iggi essivel } lor it. 

I hat same dav. the agencies wi 
be (Olivine ed station men are busi- 
nessmen, not day-to-da\ peddlers. 
The solution? Xone is iimiiineiit. 

Is there a solution (o television? 
Who needs one? T\ is iv and radio 
IS radio. Radio has its own indi- 
V idual ( hara( terist i( s ol imagina- 
tion and speed, ol being e\cr\'wherc 
witb inci edil)le timeliness. When 
ilnee to four times as nianv radio 
sets aie sold than i\, whv worry? 
Dig into jour own pirxhu t's intri its 
and sell radio. 

Solution? X'oiie . . . and none is 
needed. 

Is ilieie a solution to paper? 
W^ho's radio's ( usioiner? Tlie agen- 
( y. W^ho's I he si at ion's national 
sales partner? The rep. The sta- 
tion operator /// us! be interested 
and involved in both their prob- 
lems. Profit iippeais to rluin as well 
as to him. if radio is a profitable 
(ommodity to l)u\ and to handle, 
if it is ellective, agencies will use 
none ol it lor t heir c lients. 

Hut paperwork — the inassixe de- 
tail involved in s|>ot radio lam- 
l)aigns — is unprofitable lor uKun 
agen( ies and (ostly Cor e\er\ rep 
and station, liroadcast (.'learinu: 
House jirovides many ol the an- 
swers to the i>aper problem — but :i 
partial answer is still ;i constructive 
and solid statt to the solution ol a 
basic industiA problem. lU'H, work- 
ing today witb 1") advertising agen- 
( ies all c>\'er the country , has sim- 
plified and streamlined procedures 
in spot buying, adjusting, and bill- 
ing a.s well as pavment. It has 
standardized one order lorm which 
is used b\ all three parties in\ol\ed 
in national spot ladio — tbeJigencv. 
the rep, and ilie station. 

In shaking down radio's lour 
problems, we Find the box score 
shows; One: tv, just Isnl a problem 
— il radio is sold right. Another, 
paperwoik. is well on the wa\ to 
being solved. Thus the two big 
issues confront ii»g station manage- 
ment and (lamoring for solution: 
rates and latings. 

1 bes(r need immediate, rnimite- 
to-minute studv, appraisal nnd (on- 
( lusions on whicb a( lion can be 
taken. Radio must walk before it 
can run , . . and it nnist start walk- 
ing now. ^ 
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SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



SPOT TV BUYS 



V;iii liciiscn sliilis rc;i(Iyiu^ ;i cnnpiiigii of nigliiiimc inimiics and sports 
to start I M:i\ aiul run ilir()ii<>li 15 June in 125 markets. IWivcr ai (.uy 
(New ^'^)rk) is )eri\ Reitig. 

liein/. liahy Foods and Kculnip {^oing iiuo 5') markets lor a sixwcel; 
drive lo begin 12 May. John Ijvoii at .Maxon (New Ytnk) buying jnime 
and Iriiige ininuies. 

Ex-Lax direding a lonr-week (anqiaign at die (bsiafi audieiue in 15 
markers starling 22 April. lUner ai Warwick R: Legler (New York) \^ 
Jim Kearns. wlio's looking lor (la\iime and Iringe ininuies. 

Drisian Nasal Misi. ilirougb buyer Mike 'loinasone ai Tatham-Liitrcl 
(New ^'()rk). purdiasiug niglniime ininuies b)r a (ampuign lo Iscf^in 
in April lor a ihree-week duraiion. Drive, aimed al ihe adidi audicriite. 
but parii(ularly women, is planned lor aboui eigbi niarkeis. all 1o<h11CiI 
a(ross the noriliern ball of ibe rounirv. 

Eastman Kodak buying niglniime minutes and ( hain breaks lor ii s :jm- 
paign starting 12 May lo run ibrougb 15 June, linyeis are )oaii Aj^iiJc'Vp 
Nfartba 1 Oman, and George HcfFcvnan at |. Walter Tbompson (New 
^ork). 

Waterman-Hit pens and peiuils s la led lor a four- week (ampaign to Ijc^iii 
7 April, ^^arly Foody at Fed liates (New York) interested in night rime 
minutes. 

Lcbn Fink Pnxbiets supplementing and sirengibening Lysol ^yrsy 
campaign wbi(b started in mid-^^alTb by adding fringe and (lay(ime 
nn'nutes in several lop markets. Tlicse supplenicniary spots will l)e aiictE 
starting 22 .\pril lor len weeks, l^nyer is Hob Kntsebe at Cieyer Mtntr)" 
Hallard (New York). 

Lever Hros. Lipion Tea buying five- and len-minnte news or wcailier 
programs and early and late evening fringe minutes tbroiigb Steve Suinin 
ai SSCR:H (New ^'ork). Campaign due to start 5 May for 13 weeks. 

Hi-C buying a 19-week (ampaign of minuic spots for a 20 April .sian 
date. Fred (Goldstein at Daiuer- Fitzgerald -Sam pie (New York) is ihe 
buyer. 

Pacific Hawaiian Products* (ampaign for Carbonated Fruit lieverages 
for a 1 May start to run 2() weeks using miniues. Ralpb Pay ton at Esiy 
(New York) is I be buyer. 

C:ontinental Haking now buying day and nigbitimc minutes for a Won- 
der Hread rampaign to start 22 April lor a three-week nm. Peiry 
Seastioin at Ted Hates (New York) is the buyer. 

Ciontinental Baking's Hostess Pastry campaign of day and nigbttimt 
minutes being bougbt at Ted Hates (New York) by Art Goldstein. Stair 
date is 13 May for a six-week run. 

SPOT RADIO BUYS 

Wni. Undenvood Ham buying minutes. 30s, and I.D.s through Eileen 
Conradi at Kenyon R: Erkhardt (Hoston) for a (ampaign expected to 
start f) May for 13 weeks. # 
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WeVe gone to Japan 



I 'ft 



6 



D 





o bring you Volume 6 



FHE INTERNATIONAL VOLUME 



Fhc finest product of tlic Japanese film industry— 



jiward winning films such as "The Island/' 
ind "Rashomon." These and many more fihiis 
from Germany, France, Italy, and England 
. . the best the world lias to offer . . . are all in 



^blunic 6, "The International Volume, 



Deven Arts' new release of **Films of the 50's." 
t 




SEVEN ARTS 
ASSOCIATED 
CORP. 



A Si BSIDIAKY OF SevEN ArTS PRODUCTIONS, LtD. 
Nl w York: 200 Park Avenue • 972-7777 
Chicago: 4630 Estes, Lincolmvood, III. * ORcliard 4-5105 
Dallas; 5641 Charleston Drive * ADams 9-2855 

Los Angkles; 3562 Royal Woods Drive, Sherman Oaks, Calif. • STate 8-8276 
Toronto, Ontario: 11 Adelaide St. West • EMpire 4-7193 

For list of TA^ stations programming Seven \rts* "Films of the 50V* 
see Third Cover SRDS (Spot TV Rates and Data) 
Individual feature prices upon request. 



HENNESEY SAILS TO 




SALES 



New York WABC-TV 

Washington, D.C WRC-TV 

Chicago WGN-TV 

Detroit WJBK-TV 

Orlando WDBO-TV 

Portland, Ore KPTV 

YoungStown WFMJ-TV 

Jackson, Miss WLBT 

Boston WHDH-TV 

Los Angeles KNBC 

Lancaster WGAL-TV 

San Diego KOGO-TV 

Wilkes Barre WBRE-TV 

Pensacola WEAR-TV 

Portland, Me WCSH-TV 

New Haven WNHC-TV 

Minneapolis KSTP-TV 

Dayton WHIO-TV 

Denver KLZ-TV 

Buffalo WBEN-TV 

Indianapolis WLW-I 

Pueblo KOAA-TV 

Shernnan KXII-TV 

Greenville. S.C WFBC-TV 

Seattle KING-TV 



Flint WJRT-TV 

Norfolk-Portsmouth- 
Newport News WAVY-TV 

Sioux Falls KELO-TV 

Yuma KIVA 

Albuquerque KOB-TV 

San Antonio KONO-TV 

Reno KOLO-TV 

Las Vegas KORK-TV 

Fresno KMJ-TV 

Sacramento KCRA-TV 

Billings KOOK-TV 

Butte KXLF-TV 

Great Falls KFBB-TV 

Idaho Falls KID-TV 

Twin Falls KLIX-TV 

Montgomery WSFA-TV 

Atlanta WSB-TV 

Houston KHOU-TV 

El Paso KTSM-TV 

Pittsburgh, Kan KOAM-TV 

Jacksonville WJXT 

Salinas KSBW-TV 

Rapid City KOTA-TV 

Wichita Falls KFDX-TV 



Tampa- 

St. Petersburg WFLA 

San Francisco KRON-TV 

Lubbock KCBD-TV 

Boise KTVB 

Syracuse WNYS-TV 

Salt Lake City KSL-TV 

Miami WCKT 

Charlotte WBTV 

Missoula KMSO-TV 

Baltimore WMAR-TV 

Abiiene- 

Sweetwater KBRC-TV 

Erie WICU-TV 

Dallas WFAA-TV 

Johnstown .WJAC-TV 

Milwaukee WITI-TV 

Tucson KVOA-TV 

Eugene KVAL-TV 

Colunnbus, Ga WTVM 

Amarillo KFDA-TV 

Roswell KSWS-TV 

Knoxville WATE-TV 

Rockford WR EX-TV 

Madison WKOW-TV 



Shreveport KSLA-TV 

Phoenix KTVK 

Sioux City KVTV 

Grand Rapids WOOD-TV 

Odessa- 
Midland KMID-TV 

Alexandria KCMT 

Green Bay WFRV 

Cleveland WEWS 

Bangor WLBZ-TV 

Binghamton WBJA-TV 

Spokane KXLY-TV 

Lexington WKYT 

Valley City KXJB-TV 

Columbia, S.C WIS-TV 

Cape Girardeau KFVS-TV 

Burlington WCAX-TV 

Eau Claire WEAU-TV 

St. Louis KSD-TV 

Jefferson City KRCG-TV 

Rock Island WHBF-TV 

Des Moines WHO-TV 

Harrisburg, III WSIL-TV 

Brownsville, Harlingen- 
Weslaco KRGV-TV 



AND ALL IN ONE SHORT SELLING PERIOD! 100 SALES IN MAJOR 
MARKETS ACROSS THE COUNTRY. lOODECISIONS BYTOPSTATIONS, 
WHICH ARE BEING PROVED 100 PER CENT RIGHT BYTIME-PERIOD 
-LEADING RATING REPORTS. COME ON BOARD WITH NBC FILMS. 




